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Mark this market 
on your list! 

CENTRAL and 
SOUTH ALABAMA 

. one of 
Alabama's 
"BIG THREE" 



WSFA 



MONTGOMERY 



LARGEST NEWS 
DEPARTMENT 
IN ALABAMA 

lii'fi pioiit of the 
I'nited Press International 
awards for ( 'onsistently 
Outstanding State and Lo 
• al News, and Cumpreheu 
>iv< News Coverage! 



OVER A MILLION VIEWERS IN 
35 ALABAMA COUNTIES* 

Population 1,106,000 
Effective Buying Income $1,201,510,000 

Retail Sales 799.440.000 

Food Store Sales 217,402,000 

Drug Store Sales 23,964,000 

Automotive Sales 157,280,000 
Gasoline Service Station Sales 74,867,000 

Mar 1 : * Vnt nil ;i nd South Alalia inn on 
list ! . . . liuv it with \V>K \ T\ ! 
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DIGEST OF ARTICLES 

Spot tv billing rise leads all media 

31 Fir»t quarter gro^s time billing hit record $156 million; up 257e over 
corresponding 19o8 quarter. Next ranking medium (network tv) up 9% 

Fm gets its "second wind" 

34 F° r tin* fit>I time since 1919, fin show* *ign* of vigorous activity 
in programing, advertiser iieeeplauee. More than 15 million *ets in use 

How newspapers are talking against tv 

37 ^ recent A.XTA presentation lifted k *20 Dividend-** for newspaper adver- 
tisers, not given In t\. TvB analyzed these, found errors in 19 out of 20! 

The local tv special bursts into bud 

38 *** S'15.775 experiment in St. Louis proves* a locally-produced "extrava- 
ganza" can provide impact. tiein> with immediate and long-range henefits. 

Radio is hurting for facts 

41 Survey of top agency media people show* radio research needs time and 
nionev to resell huver- on medium. They *av radio shortchanges itself 

In-Sink-Erator gets decision makers with radio 

43 Carhage disposer firm knows plnmhers, hoinclmilder* make real decision 
on brand*, plans radio campaign with strong trade benefits in copy| 

Tv tape milestones refute many myths 

44 hirst vcar of tv tape show* progress in many area*: interchange, ed- 1 
iting, union* coverage, copying a* well a* in international television | 
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Pick a star... 



The CBS Radio Pacific Network has the greatest 
galaxy of stars available to a regional radio 
advertiser anywhere. Entertainers like 
Art Linkletter and Harry Babbitt. Dramatic shows 
such as the daytime serials, Johnny Dollar 
and Suspense. Authoritative CBS Radio newsmen 
such as Robert Trout and Carroll Alcott 
There's no more effective, efficient way to reach 
westerners than by picking a fistful of stars on the 
quarter-million watt CBS Radio Pacific Network. 
See your CRPN or CBS Radio Spot Sales rep 
for all the heavenly details. 



Represented by CBS Radio Spot Sales 






No. 1 
in Jax 

is 

Not Enough . . . 

w< Robert I*. Fra«in. Pre*, and 
Uen'l. Mi:r.. VYI'DO. -The lMencr* 
thai make you No. 1 mn*i be alert, 
bnril and aeti\e in I be community. 
Ahit lo catch >«>nr commercial me*- 
--■i***- b»> jil enough to acor pt the 
-taiion* implied endorsement of 
v*>ur product and art on ii. WI'IM^) 
listener* air alert, loyal and aeihe 
Inner*.** 




. . Every 
Spot 
Needs 
an 

Alert Audience 

*a\* Krncst R. Cnrrie, Ass't. Gen # l. 
Mgr., Wl'DO. "Listeners idim be 
lib i t lo be com ci ted into huyeiv 
. . . lb it - why oiii staff *tri\ev « ( ,n- 
Manlly to k*-< p our formal cm iting 
but not noi-y— mftn mative lui! not 
wordy.** 

... and 
plenty 
of 

sparkle 
in the 
Announcer's Voice! 

■ av* Dick Fclbnvs. Operation* Man 
a ci, \\ PIMJ. # Vi I'DOV announcers 
ba\ < the sparkle and enthusiasm 
that re lb Ct* their pride in a spon- 
sor' ■ product or -civice ... a qualitv 
rn td< * % i < }«-n l to our H-t* ner* bv the 
omul of their voices." 

Ri presented by 
Vcn.ird. R*ntoul and McConncll 
(jmes S. Aycrs, Southeast 
5000 Watts 60 KC 

WPDQ 

Jacksonville, Florida 

Where ofert listeners tune by choice, 
not by chance. . . . 




NEWSMAKER 

of the week 



This week the title of executive vice president caught up 
with Young & Rubicam*.* Anthony (Tony) F, /J. Geoghegnn, 
giving him — about the oldest* in years of service* among 
air media practitioners — a eo*e<pi<d place with such man* 
agerial front-runners as Henry Harding and Frank Fagan, 



The newsmaker: Whom V. I>. Geoghegan. who joined 
Y&R a year after its fount! i up (1923| and as media director was 
involved in due course in the earliest radio spot and network cam- 
paign>. i h * conmionh known that pot its first hip push as a 

radio apene\ . I W ith time. Tony's reputation grew, not onlj as a 
shrewd tactician in media planning, but as a clever pou er-pla\ er in 
ohtaininp the choice network checkerboard positions for ^ &R clients. 

On his \\a\ up. Geoghegan — a dedicated man if there ever was one 
in the agency business — nudged his wa\ into the precincts of pro- 
graming. (Incidental]}. Pete Le- 
\ allies, present vice president in 
charge of the t\ radio department, 
i- one of his proteges.) \nd. in 
leeent years Geoghegan could be 
found calling the big pla\ s on pro- 
gram recommendations and net- 
work slotting. ^^^Bfettl 

GeogheganV latest title would 
seem to indicate that the line of 
demarcation between executive 
\ .p. and senior \ .p. has been elear- 
1} defined. The titles of senior 
\.p. will fall to those who either 
head up the major department* or supervise the contact?*. 

\ thumbnail of Geoghegan s professional bitigraph} : He became 
>eerelan of the agent \ in 1 *)2*) and a \ .p. in 1933. Twent} }ear? 
later can it? the big j mnp to chairman of the board— and three 
\ cat's later ' senior" wa- tacked on to the \ ice president title. Hefore 
joining ^ Ml he was with II. fv. McGann and the Federal \dvertising 
agenex . 

The assignment of three execnthe \ .p."s to the ^ \R hierarchy i> 
jn>t part of a broad lealignment that George II. Griffin has put into 
effect since his ele\ation to the agent*} *s president*}. 

It will be recalled that after nio\ing Levalbes into t\ programing 
ant] reposing with him the anthoril} to negotiate for t\ network time, 
(iriflin named \\ illianr \\. i I Vie I Matthews \.p. ami tlireclor t)f media 
relation-*, the spot pre\iou-h held b\ Le\ allies. 

Ineidciith . Geoghegan i* said tu ha\e been in(]nenlial in the pa*t 
week*** importation of Gharlcs M>ud ) Harry, as talent v. p. in the t\ 
depai tnient. & 
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A nthc 



J . I}. Gcoghega 
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fhy advertisers get more results on WKY Radio 

•^^So 0, A STATE * 

.. rTrt-"THE AUTU ur 
.KLAHOMA C1T1 F0UC 

*.*»> HE STARTED I 
' L^Kg T^ • 



TRAFFIC WKY RADIO SUPPLIED 

TWO PERSONS DIED IN OKLAHOMA 
TRAFFIC ACCIDENTS, RAISING THE TOL 
126 COHVA^BJOJ^IJS-^--^ 

BULLETIN 

^^SvEKA, ,E R SO N S HA, 
OKLA CITY- -SEVERAL 

JZ» AT THE ,r^^ 
EA f _^^^^ 



^Tmxstkiae HAS 
wuws case 

«SJ^!SS^ AcmCKAS HAMA. 

ACCIDENT * «0, 

» A CWST R !!I Mas «*■ M 



LATEST SHARE OF 


AUDIENCE 


Station Hooper 


Pulse 


WKY 49.9 


37.5 


"B" 22.8 


22.5 


"C 7.8 


13.5 


"D" 5.3 


11.0 


Daytime Averages 




Jan. -Mar. Hooper & March '59 Pulse 



When it counts— 
Oklahomans 
turn first to 



WKY 



Radio 



Because they have faith in the speed and 
accuracy of WKY Radio News. Rightly 
so. WKY Radio News has earned the 
State Associated Press Broadcasters 
Award for outstanding news coverage 
four out of the past five months. 

When you know that more people are 
tuned to you than any other station in 
Oklahoma, you've got to be good! And 
accurate! And believable! 

That's WKY Radio News. 




RADIO 930 



The WKY Television Svsteni, Inc. 

WKY-TY, Oklahoma City 
WTVT, Tampa-St. Petersburg. Fla. 

WSFA-TX , Montgomery, Ala. 
Represented by The Katz Agency 




NIELSEN COVERAGE SERVICE 
SPRING — 1958 



TOTAL COUNTIES COVERED... 



49 



76% - 100% VIEWERSHIP 
51%- 75% VIEWERSHIP 



|§j 26%- 50% VIEWERSHIP 
lilil 1%. 25% VIEWERSHIP 



KTVH 



24 COUNTIES 
14 COUNTIES 
9 COUNTIES 
2 COUNTIES 



BUY KTVH 



• STUDIOS IN HUTCHINSON AND WICHITA 




BLAIR TKLKVISION ASSOCIATES, INC. 



3 PO N 3 O R 

TMt VHIKL* M AC TV NAUIO AOVINTIStNS USC I 

Editor and Publisher 

Norman R. Glenn 
Secretary-Treasurer 
Elaine Couper Glenn 
VP— Assistant Publisher 

Bernard Piatt 



EDITORIAL DEPARTMENT 

Executive Editor 

John E. McMillin 
News Editor 

Ben Bodec 

Special Projects Editor 

Alfred J. Jaffa 

Senior Editors 

Jane Pinkerton 
W, F. Mil<$ch 

Midwest Editor (Chicago) 

Swen Smart 

Film Editor 

Heyward Ehrlich 

Associate Editors 

Pete Rankin 
Jack Lindrup 
Gloria Florowitz 

Contributing Editor 

Joe Csida 

Art Editor 

Maury Kurtz 
Production Editor 

Florence B. Hamsher 
Readers' Service 

Barbara Wiqqins 

ADVERTISING DEPARTMENT 
Sales Manager 

James H. Fuller 

Sandra Lee Oncay, Administrative Mgr. 

VP- Western Manager 

Edwin D. Cooper 

Sou t hern M anager 

Herb Martin 

M id west M ana ger 

Roy Meachum 

Eastern Manager 

Robert Brokaw 

Production Manager 

Jane E. Perry 

CIRCULATION DEPARTMENT 

Seymour Weber 
Harry B. Fleischman 

ADMINISTRATIVE DEPT. 

Laura OVon. Office Mgr. 

rio B Prif'^'a HrVfln- Jess'e 

I 
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...ON THE BILLION DOLLAR 
"KEY TO THE SEA" MARKET! 



With the completion of the St. Lawrence Seaway, 
Toledo is on the threshold of becoming a seaport of 
international proportions — right now it is the world's 
largest coal port! Already a billion-dollar market 
with a per household income national ranking of 14, 
Toledo is on the move — up. Your sales can move with it. 

Doesn't it make advertising sense to zero in on this 
growing industrial market, with the radio station that has 
a larger audience than all other Toledo stations combined? 

WSPD Radio says it does — and can prove it! 
Ask your Katz man. 



Storer l^adio f^i 



Eamoios on tJhe local scene" 




WSPD WJW WJBK WIBG WWVA WOBS 

Tol«J*> C*U-v*bnd [Xroil Phthdrlphn Whirling Mmffli 
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For full information contact 
RICHARD CARLTON, Vice-President in Charge of Sales 
TRANS-LUX TELEVISION CORP. 

625 Madison Avenue, New York 22, N, Y. 
PLaza 1-3110-1-2-3-4 



131 1 So. Wabash Avenue 
Chicago 5, Illinois 
WEbster 9-0fi28-9 



19f>f) So. Vermont Avenue 
Ix>s Angeles 7, California 
REpublic 1-2309 




TV 
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An astonishing statement 
by a HOT cat! 

"I have just learned that in the first sixty days since they let 
this cat out of the bag — a cool million and a half is on the 
line — thanks to some mighty far-sighted gents at 
Westinghouse, Metropolitan, Triangle, Transcontinent 
and a number of stations coast-to-coast. 

"While this is an unprecedented state of affairs for a cartoon 
series— I would like to point out that I was the HOTTEST of 
HOT CATS long before Liz played Maggie — so it is no sur- 
prise to me that everyone is doing catnips over the new films. 

"Of course, they're great— the best ever created for TV, that's 
for sure! But don't take my word for it — I'm inclined to be 
modest. Get some audition prints from Trans-Lux. 

"You'll buy. They all do!" _ Fdix> The Cat 



o 





The Tremendous Commercial Appeal of FELIX — 

is shown in the "hot" list of clients and agencies who 
have seen the series and are waiting now to talk to your 
sales manager about spot time on Felix programs. 

Send for your copy of the list today. 
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YOU 



can.- 

, — 

reach 




of Mississippi 
Retail Sales . . . 



IN THE SOUTH'S 
FASTEST GROWING 
TV MARKET 

Jackson, Miss * 

with these Jackson 
stations 

WdTv 

KATZ 

WLBT 

HOLL I NGBER Y 
: Nation's business gains leader 




Miami-welcome to all but radio! 

I here no evidence, medical, sociological or 
otherwise, that the >e\ drive of dUk jot-keys is 
more pronounced than that of plumber*. Nor. 
to m\ knowledge, ha* it over been proved that 
d.j.V ha\e lower moral standards than the 
plumbers. ^ et both groups held convention^ in 
Miami Beach last week ( a* this it. written I. and 
if \ on read the Miami papers you would swear 
that the nation < disk jockeys are a group of drunken degenerates. 
Presnniabh the plumbers drank nothing stronger than coke, and 
slept alone or tfrietk with their own who. hecanse there wasn't a 
word in the Miami \eits or Herald about them. 

Hadio, of course, is competitive to the newspapers, and the toilet 
and tub trade isn't. So hoth the \eus and Herald grasped the 2nd 
annual pop mn^ic seminar and disk joeke\ convention as a golden 
opportunity to slug the medium, which is such a strong competitor. 

The Herald showed great sportsmanship b\ mereh slanting one of 
tlie kev foment ion meetings out of all proportion to the facts. Gor- 
don MeLendon. president of tin* chain of stations bearing his name, 
and Matthew J. Cnlligan. e\ecnti\ e v. p. of NBC in charge of the radio 
network debated Kriday morning. 29 May. tlie question of network 
versus independent radio. In the course? of his remarks. MeLendon 
said that he had heard of one Nation, which — because of a rate- 
cutting war had been drhen to the desperation point of selling spots 
for 27iC each. This was a deeidedh minor item in a long and brilliant 
talk MeLendon gnu*. Tin 1 Herald used this point, almost completely 
out of context, as tin 1 lead on their story of the debate. 

Competition's fine, but letV be fair 

lint it remained for tin 1 Miami \ eies which proudh proclaims in 
it> logo that it \^ "The Best Newspaper I nder the Sun Pulitzer 
Prizes in \ i KM\ and lOotf* it remained for the \ ens to come up with 
the real kick in the teeth for radio and the joeke\S. 

In its Sunday. 31 Was edition, it smeared the following banner a 
full eight columns across the top of its page one: "Disc Jockeys 
We 'Little Tin Gods." " I nder that head Someone mimed Haines 
Colbert, who presumably got his training as a reporter on a maga- 
zine like Confidential wrote a stor\ of the disk jockey eomention. 

"The di>k jot kc\ In* >aid. "here from cities throughout the 
I uited States and Canada, were gi\ en the greatest buttering up 
since \eio nib persuaded he was a fiddle \hiuoso. There were e\- 
penshe prizes, fret 1 litjuor around the clock in at least 20 suites and 
_iiil>. imported and domestic." 

Hi- piece was filled with blatant misinformation as follows: 
'There are about 2.000 record companies." explained a spokes- 
man for one of the major companies, 'and ail of them send all their 

SPOXSOK • 1 3 .it \K 1939 





YOU WAY 



PLEASE NOTE! As shown below, WKZO-TV de- 
livers 94.9% more homes Ihon Slolion l *B," 
Sundoy through Soturdoy, 9 p.m. Io midnight! 

NSI SURVEY— KALAMAZOO-GRAND RAPIDS AREA 
(Jan. 25-Feb. 21, 1959) 
STATION TOTALS FOR AVERAGE WEEK 





HOMES DELIVERED 


PERCENT OF TOTAL 


WKZO-TV 


STATION B 


WKZO-TV 


STATION B 


Mon. thru Fri. 










6 a.m.-9 a.m. 


17,600 


17,300 


50.4% 


49.6% 


9 a.m.-Noon 


55,500 


32,300 


63.2% 


36.8% 


Noon-3 p.m. 


69,400 


35,200 


66.3% 


33.7% 


3 p.m.-6 p.m. 


68,000 


54,500 


55.5% 


44.5% 


Sun. thru Sat. 










6 p.m.-9 p.m. 


148,700 


95,500 


60.8% 


39.2% 


9 p.m.-Midnight 


134,300 


68,900 


66% 


34% 



World's oldest map (c. 2,200 B.C.) is a cadastral clay tablet 

1 



BUT... The WKZO-TV Coverage Map 
Will Give You "The Picture" 
Around Kalamazoo -Grand Rapids! 

NSI, ARB, NTS No. 3— all three give WKZO-TV a big 
edge as Western Michigan V best television buy! 

And here's proof of WKZO-TV superiority: 

# Latest NSI survey gives WKZO-TV more homes 
in six times as many quarter hours as Station B! 

# WKZO-TV is out front in 60.6 r 7 of all quarter 
hours in the Kalamazoo-C.rand Rapids ARB 9-count\ 
survey (Jan. 12- Feb. 8, 1959). 

# NCS No. 3 gives WKZO-TV far more homes- 
monthly, weekly, daily — than any other Michigan 
station outside of Detroit! 

Add WWTV, Cadillac, to your WKZO-TV schedule for 
all the rest of outstate Michigan worth having. 

used for lanl taxation, now in I.-kinbul Museum, Turkey. 



mm 



WKZO-TV — GRAND RAPIDS- KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTIE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC MICHIGAN 
KOtN-TV— LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 
WMBD-TV— PEORIA, ILLINOIS 



WKZ0TV 

100,000 WATTS • CHANNEL 3 • lOOO* TOWER 
Sludios in Both Kolomozoo ond Grond Rapids 
For Greater Weslern Michigon 
Avery-Knadel, Inc., Exclusive Nationol Repretentotives 
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Sponsor backstage continued 



AUSTIN & HEALY 
IN KWK LAND 



^ ^ KWK'S 

. RATINGS, 
' WELL, TOPS, \ l* aki i ,i/r 1 
1 WHAT'S UP? ' MAW. ..LIKE f 
V UF /' WAY UP.' y\ 



2 a ✓'"DIG THIS! % 

S*CHA7Y* VWIELSEW SHOWS\ 
i WHAT'S f KWK AUDIENICE 
\ TWr niTi x HAS DOUBLED / 




/ I DIG! 



YAA... V 
LIKE DAD 

* JJ?f??t HOOPER SAYS 
MORE? I "AUDIENCE UP 
J\ 320% !W 6 
1 \ MONTHS* * 





' mn /THEIR COST PER\ 
' MiYru I THOUSAMD'S ) 
& MUCH, THE LEAST, TO / 




THE (BUYING) ACTION'S AT KWK! 



release? to ey cry fli>k jockey. The onh possible way to get them on 
the air is by giving the jockey personal attention. \iul that means 
giving him whaleyer he yvants. 2 

" Mong the same Hue. another promotion man said : 'You ean 
buy some of them with an air-conditioner; some with monej . and 
*oine with a girl/ . . . The promotion men said call girls were em- 
ployed locally and others were brought down from New York for 
the coin entiou. . . ." 

I really do not know what the political and business situation be- 
tween the radio stations and the newspapers in Miami is like. 1 
know that gins like Sam El her of \YGBS. Jack Sandler of the Storz 
station. W0W1. and other* are hard-working, hard-swinging gu\s. 
1 hope that in tin; months to eonie they find opportunities to hit 
hack at those newspaper* with whom they are competing. 

And 1 hope radio in general will learn to skip towns like Miami as 
convention sites. I wa> in Miami Beach se\eral years ago for an- 
other major radio/television event. NBC's 30th Anniversary. NBC 
used the same Americana Hotel, which Storz used to run the second 
annual jockey show . 

But the \BC pros corps, headed b\ l lie able Sid luges is a power- 
ful one and knows how to handle high-class news-paper men like 
Haines Colbert and the kind, who work on papers in tourist trap 
towns like Miami and the Beach. Bill Stewart. Storz"* national pro- 
gram director, and the coordinator for the coin entiou, didn't have 
time to. nor was he able to set np a press operation, which eould 
manage to gel fair, impartial and non->lauted treatment for the 
convention in the local papers. 

It is ironic. I think, but it teaches a valuable lesion, that last years 
convention- held in Kansas City in March — the first of the string 
Should have been Mich an unqualified business success, and that this 
second one should not onh ha\e fallen .mi far short of accomplishing 
anything meaningful and eoiistrueliy e. but should actually have re- 
sulted in giving radio a black e\'e. even if onh a local one. 

( vootl lesson lenrnctl for next vent* 

The lesson has been stated above. Just because the Chamber of 
Commerce, and the mayor of a town like Miami make speeehes about 
how much they want yon to bring \ our eomention to their warm, 
little towns, don't be milled into thinking you're among friends. 

The ninvor. in this ea>e. for example, not onh ga\e the jockeys a 
hearty welcome to his sun-ki^ed domain Friday morning, hut aetu- 
all\ displayed the bad taste, which seen> to be a Miami keynote, to 
plug a new record company Ik* had just started Yak Beeords. at a 
breakfast sponsored by I niied Mtisls Records. 

The industry must remember that the Miami's attract a substantial 
number of trade people, be they jockeys or otherwise, who are going 
with the idea of enjoying the sou and the rosoit s other attractions 
first, and worning about the business meetings, and the constructive 
functions of the eomention. secondly if at nil. We should remember, 
loo. that (Men of those who came to Miami with e\ery good intention 
of tending to business, mam found thenisehes insufficiently strong- 
willed to icsist the temptations of the bright warm sun and the cool, 
blue waters, and occasionally e\ en tin* Carioea Room I w hei e the 
drinks were long and chilled ) immediately to the left of the lial 
Masque, wherein most panel discussions were held. ^ 



*llk« Hoopar 
ibf Nm> love 
affair in St. Louis 

1UO kllooyalaa - OOOO wans 

William L* Jon—, Jr., Qanarai Manager 
or ••• tha cata from Haadiay-R aad 
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WeeReBeL, Columbus, Ga., and Jackie Moore, time buyer, BBD&O, Inc., New York, reveal a few secrets. 

Houe you heard what the UUeeReBeL 
said ta BBD&O? 

"Over a million people can natch WRBL-TV" 

Over a million people can watch us in the tT-connty area served by W KBL-TV; and 
the only way yon can reach tliein all on TV i- with \\ KBL-TV. Metropolitan 
Columbus has the highest family income in Georgia and 25th highest in tin* nation. 
Columbus belongs on every Southern schedule. W RBL Radio give* yon the greate>t 
coverage at the lowest cost. Call IIOLLIZSG BERYand let the Wee He I JeL in Columbus 
start building business for \ou. 



WRBL 

TV-CHANNEL 4 • RADIO-5000 WATTS 

a [0LUIHBU5, CB.® 

Represented by George P. Hollingbery Co. 




sponsor • 13 jlne 1959 




ENLIST NOW 



ALL AMERICA WANTS SERGEANT BILK Of And now — for 
the very first time — Bilko, Colonel Hall, Doberman, and all the 
platoon regulars plus top-brass guest stars are available 
for off-network duty, as THE PHIL SILVERS SHOW becomes the 
biggest comedy series ever to enter first-run syndication. 

The most valuable goldbrick this side of Fort Knox, Bilko 
is completing four laugh-happy years on the CBS Television 
Network, During that time, television's top-rated top kick, 
his supporting cast, his director and his writers — one of the 
largest, ablest companies in all television — have won honors 
by the truckload ... including a total of 8 Emmy awards/ 

Carting Brewing Co. (through its agency Benton & Bowles) 
has drafted Sergeant Bilko for a three-year hitch in 63 major 
U.S. markets. To join up, wire or call on-the-double... 

CBS FILMS 0 

"...TH£ BEST FILM PROGRAMS FOR ALL STATIONS" 
NCW YORK, CHICAGO, LOS ANGCLCS, 

^ ~ OETROIT, BOSTON, SAN FRANCISCO, ST. LOUIS, OALLAS, 

ATLANTA. IN CANAOA: S. W. CALOWCLL, LTD. 




— to some, just a ship. To others, a 
monument to our great heritage . . . diligently, 
almost reverently constructed. In the same 
way, it often takes those who fully 
appreciate QUALITY to recognize it in 
today's better radio and television stations. 




radio & television 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



13 JUNE' 1959 
Copyrtiht \%m 
SPONSOR 
PUBLICATIONS INC. 



Dancer-Fitzgerald-Sample is trying to introduce a new commercial unit in spot 
tv: a 90-seeond spot. 

It would be for P&G's Drcft for plaeemciit in lale movies. 

Chances of station blessing from the viewpoiut of reps: Murh will depend on how milch 
time is available, and what P&G will be willing to pay. 



Maybelline (Gordon Best) will be back in spot tv this fall. 

The money will come from the expenditures it\s been making for its participa- 
tion in the Perrv Conio show this season. This figured to about $1.5 million. 



New national spot radio business continued to come out of its winter hiberna- 
tion the past week. 

Activity, however, was more pronounced in the Midwest than in New York. 

The major buy out of a New York agency — K&E — was a Mercury schedule of 10 to 
20 announcements a week in about 75 markets. Incidentally, Pbarmaeo (Doherty, 
GS&S) started lining up Feeiiamint and Choos schedules for a September takeoff. 
They'll be for 26 weeks. 

The Midwest activity included: 

Florists Telegraph Delivery (KM&J), 52 weeks in 50 market* with varied schedules. 
Tea Gonneil (Burnett), five-week flights in 29 markets (minutes and IDs). 
Ray-O-Vac (Howard H. Monk, Rockford) starting in August in what may be up to 130 
markets for 21 w T eeks. 

Alemite (MacFarlatul, Aveyard) : adding a dozen markets via five-minute new>easts. 



The next spot tv expansion for P&G\s Mr. Clean is getting much thought at 
Tathnni-Laird. Indications are that it will be toward the southern states, a region where 
the brand is not yet in wide distribution. 

Meantime P&G has launched a sweeping spot tv campaign (over 125 stations) 
for Oxydol via Benton & Bowles and given an added nudge in Ivory Liquid (Comp- 
ton) in about 10 top markets. 

Included among the other spot tv buys of the past week: 

General Mills Refrigerated Bread Sticks (Knox-Reeves), top 25 markets for 10 
weeks; Minnesota Mining for Seotch-Brite (RRDO, Minneapolis), 25 spots a week in addi- 
tional southern markets; Sir Walter Raleigh Tobacco (KM&J). testing eight markets in 
flights up to 6 September. 



Gomptoii^s timebnyiiig chiefs made it clear laM week that it^ directive to reps 
to mail in their availabilities didn't mean they were personally barred from the 
shop. 

After a lot of phone calls on the subject, reps were assured that the welcome mat was 
out as always. 

What particularly disturbed the reps was that the svstem of responding bv mail would 
preclude them from the old personal pitch. 

To show you in what esteem Coinptou holds reps* secretaries: The directive 
asked rep salesmen to state the first names of their secretaries. 
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SPONSOR-SCOPE continued 



Esty this week embarked on its annual adjacency checkup. 

Reps were asked to obtain from stations running R. J. Reynolds spot radio sched- 
ules the necessary logs to show whether the announcements were separated by at least 15 
minutes from the advertising of competitive brands. 

It looks like the rating services will have to keep one hand busy defending 
themselves from litigation from embittered stations. 

Newest of the suits: WKFM, Chicago, for §577,500 against Pulse because the 
50,000-watter didn't show up in a recent survey. Allegation: discriminatory practices. 

The word among Midwest reps is that some high-powered radio stations in the 
Southwest also are readying court actions. 

Whitehall this fall will, in one respect, be in the same class with P&G: For the 
first time it will have program representation on nighttime network tv every day of 
the week. 

The nights and shows: Sunday, Lawman; Monday, Name That Tune; Tuesday, Philip 
Marlow; Wednesday, Hawaiian Eye; Thursday, Bachelor Father; Friday, 77 Sunset Strip; 
Saturday, Have Gun, Will Travel. 

Ballentine Beer (Esty) is putting well over 60% of its $8.5 million ad budget 
into tv this year. 

This includes the N. Y. Yankees games, syndication in about 20 cities, and hefty 
spot announcement schedules. The Yankees bill runs around $2 million. 

Ballentine barrelage is somewhat over 4,000,000, which makes the advertising appro- 
priation about $2 per barrel. 

Watch for some of the smaller New York agencies active in spot tv and radio 
to put on experienced field men to 1) check telecasts and contact distributors and deal- 
ers, and 2) negotiate directly with stations. 

The basic theory of this device, which was adopted by Y&R and JWT years ago: Time- 
buyers and their associates have enough to do to cope with paperwork without im- 
posing on them the added responsibility of checking performances and participating in 
field operations. 

Spot — as well as network tv — will benefit from the hike in Pharmaceuticals 
budget for the coining season to almost §18. 5 million. 

The expenditures for spot will run between $750,000'$1 million, which will be a 
minimum of a third more than was spent this season. 

In network time, the drug company will have one and three-quarter nighttime hours 
weekly, as compared to an hour and a half per week for the 1958-59 season. There are four 
shows in its nighttime stable: Person to Person. Groncho Marx, It Could Be ^ou, 
Undercover Man. 

Unless it gets a big hypo right away, national spot tv for the summer doesn't look 
as though it will be able to maintain the comparative edge that the first quarter had over 
last year. 

According to TvB (sec page 31 for details), spot tv during the three initial months 
of 1959 shot 25% ahead of the same 1958 period, whereas the tv networks showed 
a margin of hut 9%. 

The same collective edge (9%) continued for the networks in April. Gross billings 
for the trio came to $52 million. The take bv the network stacked up thus: ABC TV, $10,. 
193,663, plus 16.6%; CBS TV, $22,093,785, phis 7.1%: NBC TV. $19,753,172. plus $%. 
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SPONSOR-SCOPE continued 



One of the major obstacles thai sellers of network have to contend with is the 
misuse of I wo Nielsen measurements; the NTI coverage factor and NCS #3. 
Here's how NBC TV, for instance, explains each of ihese measures. 

NTI COVERAGE FACTOR: Those homes within the Nielsen sample that can physi- 
cally view the facilities used by the advertiser. 

NCS #3: Those homes that regularly do view the facililies of the advertiser. 

Leo Burnell appears io be playing its 1959-60 spot plans for Kellogg close to 
iis vest. 

All indications are that the business will stay in spot. But Chicago reps report that the 
big food sponsor has cut down the number of shows io a maximum of three in top 
markcis and one or two in smaller markets. 

Network-wise Kellogg is well loaded for the new season. It has a couple westerns 
(the Deputy and the Texan) and a situation comedy (Dennis the Menace) — all CBS. 

Only a fonrlb of the NBC TV package of college football games remains open 
for sponsorship ibis fall (at $990,000 gross per sponsor). 

Contracts are in from Clnctt, Pcabody and Bayuk and the network is awaiting a signed 
order from an Advertiser X. 

Whether Libbcy-Owciis«Ford will again he in there ibis year must await the 
return of board chairman J. B. Biggcrs from Europe. This expenditure is for plugging 
ihe use of L-O-F glass in General Motors cars. 

Meantime L-O-FV mirror and building glass division is keeping >tep with Pittsburgh 
Plate Glass in tv: It bought a third of Bourbon Sireel Beal ( ABC TV) on a 52 -week 
basis. The net for time and talent is about §2.6 million. 

National advertisers in planning their daylime tv oflen like Io see I lie hourly 
profile of audience composition. 

Here's the latest nationally computed example. ItV based on the second March NTI 
(Monday through Friday), with the number of homes and viewers in millions: 



HOUR & VIEWERS 


rCT. & NUMBER 


TOTAL 


MEV 


WOMEN 


TEENAGE 


CHILDREN 


PER HOME 


TV HOMES 


VIEWERS 


VI KM ers 


VIEWERS 


VIEWERS 


VIEWERS 


9 a.m. 


13.1% 


100% 


9% 


35% 


6% 


50% 


1.6 


5,761- 


9,222 


830 


3.228 


553 


1.611 


10 a.m. 


16.6% 


100% 


12% 


19% 


5% 


34% 


1.5 


7,30 1 


10.956 


1.315 


5.368 


548 


3.725 


11 a.m. 


22.6% 


100% 


15% 


51% 


5% 


26% 


1.6 


9,9 14 


15.910 


2,387 


8.591 


795 


1.137 


12 Noon 


25.9% 


100% 


16% 


56% 


4% 


21% 


1.6 


11,396 


18.234 


2,918 


10,211 


729 


4.376 


1 p.m. 


21.9% 


100% 


16% 


56% 


6% 


22 % 


1.6 


9.636 


15.4-18 


2.167 


8.634 


925 


3,392 


2 p.m. 


19.9% 


100% 


11% 


59% 


6% 


21%- 


1.5 


8.756 


13,134 


1.839 


7,749 


788 


2.758 


3 p.m. 


21.0% 


100% 


16% 


54% 


7% 


23% 


1.6 


9,210 


14.784 


2,366 


7.983 


1.035 


3.100 


V p.m. 


26,1% 


100% 


15% 


16% 


11% 


28% 


1.8 


11,616 


20.909 


3.136 


9.618 


2.300 


5.855 


5 p.m. 


32.3% 


100% 


16% 


31% 


15% 


38% 


2.1 


11,212 


29,845 


4.775 


9.252 


1. 177 


11,341 


6 p.m. 


39.9% 


100% 


21% 


30% 


14% 


35 % 


2.2 


17.556 


38,623 


8.111 


11.587 


5,107 


1.3,518 



(Sec I April SPONSOR-SCOPE for similar ehart on uighllime audience com- 
position.) 
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SPONSOR-SCOPE continued 



Lady Esther's efforts (Chemway) to rejuvenate Wayne King's popularity 
among radio listeners hasn't turned out so well. Indications are that an entirely dif- 
ferent spot approaeh will be used after the King schedule expires. 

Ageney on the aeeount: Donahue & Coe. 



Now that the Big Three in Detroit are set to inerease their lines, agency planners have 
this hunch: 

The automotive divisions Mill try to minimize internal advertising competition 
l>y concentrating on difTerent media for each line. 

Here's how this theory would work in practice: One line would specialize in net- 
work tv; another would go all out with spot tv; and a third Mould put the empha- 
sis on radio and print. 

As yet hunters for fall nighttime hargains haven't been able to make headway 
with the tv networks: They T \e found them sitting tightly to the rate card. 

Fall buying of the left-overs wasn't overly aetive the past week. But among the net* 
work prospects Mere these: 

Reynolds for a minute participation on ABC TV nighttime plus a daytime quarter-hour; 
Viek Chemical for assorted nighttime minutes (this money may turn up in spot tv) ; 
L&M's Black Saddle to NBC TV's Thursday 7:30-8 p.m., because of ABC's reported diffi- 
culty in getting enough station clearances; and Corning Glass (Ayer) for pre-Christmas 
nighttime minutes to plug its oven-ware as a gift item. 



Aside from the speeials. nighttime network tv is making something of a comeback 
in live programing in the fall. 

• 36.8% of the total sponsored hours will be live as against 31.3^ for the 1958-59 season. 
Here's the latest comparison of total number of shows and total broadcast hours for regu- 
larly scheduled sponsored shows for the fall: 

^ EAR M>. OF PROGIUMS NO. COMMERCIAL HRS. TOTAL COM. HRS. 

1958 30 Live 7! Film 21 Live 46 Film 67 

1959 30 Live 70 Film 23*/- Live 40^2 Film 64 
Note: Sexeral periods are yet to he programed. 



A couple of spot tv advertisers have approached CBS TV affiliates about par- 
ticipating in their portion (the first 20 minutes) of the Lawbreakers and the Line- 
up; but there are a number of angles that must he hurdled before this business can 
materialize. 

• Some of the stations involved haveift decided whether they'll carry these hour 
sho^s (the first 30 minutes is in station time). 

• Others arc questioning the co-op program fee CBS wants. 

• And there's the problem of product conilict: These stations ean't eommit themselves 
until they know who the network sponsors will be. 

] ) For stations in market^ w ith S 1.000 or more hourly rates. 20 r h of this rate for 
20 minutes and 10 r 7 for a minute participation. 

2) For stations charging less than SI .000 per hour for their time, 15% for the 20- 
uninite segment and 7 1 -> r ? for a minute participation. 

,V) For Extended Market Plan stations. 10^ and 5 r ;. 

For other news coverage in this issue, see Newsmaker of the Week, page 4; 
Spot Buys, page 52; News and Idea Wrap-Up. page 78; Washington Week, page 73; SPONSOR 
Hears, pn^c 76: Tv and Radio Newsmakers, page ( >0; and Film-Scope, page 74. 
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KETWORK 
ADIO'S 




NO. 
VARI ETY 



k 



SHOW! 

IT'S DON McNEILL'S BREAKFAST CLUB! 



\RIETY OF ENTERTAINMENT! Small wonder Breakfast 
lub exerts such mass appeal. Its wonderful blending of 
ughs, music, prayer, homespun fun and wisdom and 
mous guests makes it the top-rated variety show on net- 
prk radio. Makes it one of the most efficient buys for 
ivertisers, too! 

\RIETY OF SPONSORS! Seems like anyone can advertise 
ji the Breakfast Club and get results. Sponsors run the 
it from foods and drugs to home furnishings and banks. 
11 agree that Don's warm personality strikes home with 



housewives . . . when he recommends a product, they 
flock to do his bidding! 

NEWSPAPER VARIETY describes Breakfast Club in these 
glowing terms: . . contains that mysterious common 
denominator that cuts across cities, suburbs and grass 
roots . . . inspired broadcasting." 

This summer, Don s going all out on ABC Radio's 
great "Play It Cool" promotion ... a promotion that 
offers extra selling advantages for any advertiser. Why 
not call ABC today for full details? 





>on McNeill integrates a commercial with 
ngers Anita Bryant and Dick Noel. 



Comedian Sam Cowling regularly panics 
the Breakfast Club audience. 



Fran (Aunt Kanny) Allison typifies the 
homey fun and "wisdom** of BreakfasL Club 



ielseo, April I & !!, 1959. More than 5 minutes in length. 



ABC RADIO NETWORK 



I Hi 



s 



in 




LATER 
THAN YOU 
THINK 

. . . and greater than you think, too! On Chicago's 
WBBM-TV, prmne time is practically an all-night 
affair. . , particularly in the summertime when late- 
hour viewing zooms with the mercury. 

Last summer, Chicago's post-midnight audiences 
were [6% greater than during the winter months. 
An impressive increase... especially for WBBM-TV 
which currently attracts two-thirds of all Chicago's 
post-midnight television viewing. 

Clearly, wide-awake programming is the answer. 
WBBM-TV brings Chicago viewers the very finest 
features from such studios as M-G-M, Paramount, 
Columbia, Warner Brothers and 20th Century-Fox. 

Don't you be caught napping this summer. Those 
so-called wee small hours mean large audiences 
on Chicago's top station... 

WBBM-TV Channel 2, Chicago 

CBS Owned • Represented by CBS Television Spot Sales 



Source: Nielsen, July-Aug. '58 vs. Dec. '58-Jan. '59 




Radio Buying is 
NOT a Toss-up! 




Little Rock 

and 

Central 
Arkansas 




join the ranks of 
successful advertisers on: 

K V LC 

where: 
Imaginative programming, 
Top personalities, and 
Instant News coverage . . . 
combine to satisfy listeners 
and advertisers year after year! 

NATIONAL REPS.: 

• New York City 
Richard O'Connell, Inc. 

• Chicago 
William J. Reilly 

• Kansas Cily — St. Louis 
Jack Helheringlon 

. . . and in nearby 

LAKE CHARLES, LA. 

it's 





Reaching a booming market of 250,000. 
Annual retail sales $200,000,000, 



NOW 



Special 15% discount on this 

polenl combination » . , 

KVLC, Lillle Rock -f KIKS, Like Charles 



^buyers 
ork 




Howard Rothchild, Lando \d\ ei lining \gene\ . 1 nr.. l'itl>burgh. 
tells sro.\soii. "Tlie rc'j > ^alcMiian has lo >o!l nir more llian time if lie 
wants me to bin. He's got to Ik* familiar with in\ client"* individuaj 
problems, and come up with »omething concrete to help sohe them. 
His job i> to help u- \\ c* f « 1 i nil factors aecuraleh and work with us in 
preparing a media plan In fit the 
client"* marketing need*. HV hard 
to believe that salesmen Mill come 
in and >a . "IlV about lime 1 got 
something out of this shop. \\ hal 
have \ou g >[ for me?" The\ ha\e 
nothing special in mind, and that > 
what lhe\ get from us." Howard 
points to a rep for a small station 
who made the excellent suggestion 
last \ear thai one of the agenr\ T - 
clients, a nianu faelurer of elec- 
tronie components, sponsor tin* 
broadcast of Carnegie Verb "awa\"' game-. "OfT base? No. He 
knew our client was interested in attracting new engineers, and what 
belter was than a program that a whole school would be listening to 
The client bought, the school listened and good recruit.- ended 
up w ith the eompam . Thai salesman is welcome here am lime." 



Bill Wolff, Ad\ertising Agencies. Inc.. Lo* \ngeles. point? oul thai! 
Kent Guodtnan, president of [lit 1 agenc\. ha- a firm requirement of 
those who he cmplo\s io handle the agenc\\- broadcast function- 
experience on both si(]es of the microphone. "W ith this kind ol 
background 1 went with this ageiuw." Hill sa\s. "Since then I wa* 

made ereathe director, and later. 
1 was also placed in charge of tin 
over-all selection of stations foi 
both the local and national ac- 
counts. I haw* come to know a' 
l\pe> of markets, with a \\\At 
range in si/e and character, and 
ni\ experience has been thai rat- 
ings art 1 of negligible value a> a 
criterion of where lo best place a 
-chodnle." Hill feels thai a local 
station personality with a medium- 
sized lo\ al follow iug on a low 
rated station can iiMialh do a belter selling job than a spot schedule 
on the \o. I station in a market. "I stnd\ programing and audience 
composition carefulU." Hill sa\s. "and rather than scatter my shots, 
1 seek one specific consumer group as in\ target. This method of hu\- 
in!» has produced a hiuh percentage of results for onr advertisers. 




i 
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THERE'S 

A 
NEW 
TOP TWO 

IN 

TELEVISION! 



t's not just a trend any longer. 

sow the margin is clean-cut, decisive, even over- 
whelming. ABC-TV and the other top network, be- 
Iveen them, own the No. 1 ratings in 36 out of 42 
vening half hours (17 for ABC, 19 for the other top 
et>. The third network is first in only 6 half hours. 

'he same Top Two dominate the evening share 
f audience averages. They're both comfortably 



above 30— ABC with 31.4, the other top net with 
32.9. The third network's average is 2G.8. 

On one score, ABC standstill alone. It has the[highest 
average share of audience four out of seven nights a 
week — more than the other two networks combined! 

A new [Top Two, did we say? Actually, ifs been 
that way for some time now. It's just that now it 
looks so permanent. 



Go right to the TOP— go... 

ABC TELEVISION 



Source: Nielsen 24-Market TV Report, week ending May 31, 1959. average share of audience, Sun-Sat. 7:30-10:30 P.M , ail comnierc ai profra r 





John Griffin, Chairman af the 
Board, accepts the Sloan Award far 
KWTV fram Mr. Alfred P. Slaan. 



^Alfred P. Sloan Radio-TV 
Award for Highway Saftt). 

KWTV is proud to have 
received the coveted Sloan 
Award for its highway 
safety program within the 
KWTV Community. 

KWTV feels an added 
satisfaction in knowing 
that its efforts contributed 
to the preservation of 
lives and property 
within its M-county 
community coverage. 
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Nothing is .illowed to rush the slow process thnt gives PRESTO discs their perfect 
recording surfjuv Like fine wines, these <!incs are "aged" until they fully mature 
- for the dearest engraving of the sound-impulses you will record on them. Any- 
thing that deserves to he heard deserves a hearing on a i»Kl : sro disc. Ask for 
presto next tunc you record! 

UOCEN Piusroro., 1'aramus, New Jersey. A Division of The Sicgler Corporation. 
V Since Hjii the tvorU'i most cirejutty m.Ue rtt^fJhtg, d'iH\ anJ equipment. 
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National-local mystery 

^ our inquiry under ' Radio's Big 
Local \1\ Men'/' prompt? this re- j 
spouse. 

For the la>t four years our per- 
centage of national and regional spot 
business has run. starling with 1955: 
20. 20. 20& 19 r ? respectively. So far 
this \ear. that \> thru \pril. national 
and regional ha> dropped off 17 r e as 
compared with the first I- months of 
*5* r >. and local ha> gone ahead for 
the same period b\ l2 l /> ( / t , Our 
over-all increase for these four 
imniths i> about 9[ \ . 

These figures may not he trulvl 
relevant, for about 9r> r < of my 
agency business is regional, due to 
the over-all agene\ conception that 
Brockton is "umbrellerd" by Boston 
stalion> I 22 miles I and Pro\ idence 
>tation> I 2<i miles I . | | 

As to the \vh\ of thene ups and 
downs in national >pot. I don't belie\e 
there is a simple answer. 

Earle G. Clement,, 
sia. m^r.. \\"BET, 
irtlET-FM 
Brockton, Mass. ' 

r. ■ # * 

In regard to the National-Local 
M} story, it remains a mystei). KCH \ 
has enjoyed a 30'",' increase in local 
sale* since the first of the \ear and 
will maintain that increase or a little] | 
bettor for thi* month. However oui 
National, while not decreasing ha> 
onh increased 2 ( '< . which I attribuh 
to a new rep, 

I will he interested to know how 
other slut ions are doing in t li i* 
m\>len and will look forward to 8 
forthcoming article. 

L J. Rromberg, ' ' 
/>re.\., KG II A 
Charles City, lo 
* * * 

l or the fi i >t four months of thi* \car 
\V*\lG»\s local sales ha\e gone u| , 
2-1.1 per cent; national spot is u| 
20 .7 pel cent. The o\er-all niereas* 
a\eruge> out at 21.7. 
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Topeka has 
1 TV Station 
WIBW-TV is it 



THE VOICE OF LONG ISLAND' 




THE ONLY STATION 
THAT COMPLETELY COVERS 
THE GREATER 
LONG ISLAND MARKET 



ii 



REACHING 5,668,100 PEOPLE... 

IN AMAZINGLY LOW COST-PER-THOUSAND! 
(Tolal Primary Coverage) 



AHuge, Quality, Adult, Buying Audience 

(Nassau-Suffolk) 

hying Income . . . $4,392,349,000 

I : tail Sales 2,620,895,000 

Food Store Sales 764,361,000 

I Auto Store Sales 408,969,000 



/VHLI has the largest daytime audi- 
ice in the Major Long Island Market . . . Big- 
2r than any network or independent station! 
(Putse) 



►10,000 WATTS 

WHU 



HEMPSTEAD 
IONC ISLAND. N. Y t 



AM noo 

FM 98 3 



Represented by Gill Perno 



I Our e\poi ieiu i It.i- Iim'ii that <\tu 
though local l m—i ii€* — > often tak< - up 
tin 1 slack for national, and occasion- 
all) - \ ice \crsa. there U Usually a high 
degree of correlation belweeu the two. 
When WMC \ ha-* more satisfied re- 
tail adxerti^ers on tht 1 station, we 
manage to get more national a'-ninnh 
to Use xnuc of the same medicine. 
Comerselv. when national -pol is hot. 
we leiiiind our retailer* of W MCA > 
values and often succeed in gelling 
more of them to u-*e the station. 

Stephen 15. Labun*ki. r./>. 
If MCA 
\ ew ) arlc 

Comptetc Story 

I know that sponsor lias always taken 
pride in presenting all side^ of a 
story. Therefore I would like to give 
some \iews on an item in your i-Mie 
of May 16th. in the "Film Scope"* see- 
tion. 

You make 1 reference to the fact that 
when Sea Hunt moved from \\ CBS- 
TV to WABC-TV it lost a substantial 
part of its rating. By your own fig- 
ures. WCBS-TV. in going from a 27.1 
rating to a 20.1 rating for their first- 
run feature key Iau^o. which re- 
eei\ed extensive promotional support, 
lost about 26 r r of its audience. Con- 
versely WABC-TV in going from a 
3.2 rating to an 11.. 5, iiicieased its 
audience by some 2(>0' < . This would 
seem to indicate a laudatory perform- 
ance in sw inging o\ er the audience 
from the former station. 

When it is further appreciated that 
Sea Hunt is now doubly exposed in 
I Xew York while WCBS-TV had it as 
a single-run only. \\ \BC-TV > record 
is even more outstanding. 

In further substantiation of W \BC- 
TY's strength in the Now ^ oik mar- 
ket, it has been brought to our atten- 
tion that just two weeks later, in 
the reporting service you uientione 1. 
WABC-TV wa> Xo. 1 in the time 
period with an almost 50' < advantage 
oxer WCBS-TV. 

While the station found no mis- 
information in your original *tor\. 
we thought that yon would appreciate 
receding this further appraisal of the 
situation >o that the complete story 
can be told. 

Joseph Slander 
r.p.. gen. mgr. 

n nit 

\ ett ) ark 




That's Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIB W-T V 
SATURATES TOPEKA 




ALL DAY- 
ANY DAY 

survey-proved WIBW-TV 
tops all competition! 

WlBW-TV is the ONLY station in 
Topeka — the 2nd largest market in 
Kansas ; 

Serves 38 rich rural and urban counties 
iTclepulse) with 3*49.300 set count: 

Share of Audience 
In Area (Telepulsc) 



7 45 a m. 


12 N - 


6pm 


-12 N 


6 00 pm. 


Mid 


57 0°o 


50 3°o 


51.1° 


In 


Topeka (Nav. 


'5B ARB) 


33.9% 


42.5°o 


3B0' 



• From sign-on to sign-off WlBW-TV 
has practically TWICE the audience 
of cither the second or third slation 
fhat can be seen in metropolian 
Topeka, 'Nov 58 ARB). 

• In the top 15 Once-A-Week Shows, 
WlBW-TV had an average rating of 
37.69° 0 . 

WIBW-TV 

CBS - NBC - ABC 

Channel 13 Topeka, Kansas 

Represented by 
Avery Knodel, Inc. 
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If you're a regular customer at this stand, you've seen these monthly 
progress reports to the trade. They've kept you aware of some of the im- 
portant changes taking place on the Kansas City communications scene. 



The changes began a year ago when National Theatres assumed owner- 
ship of WDAF, Kansas City's first radio and television stations. Both 
were blessed with overwhelming power which assured penetration into 
every nook and cranny of the fat Heartland territory. We christened the 
property "Signal Hill", and tackled the job of building a sight and a sound 
to match that power. 



That job affected every phase of our operation. It involved literally 
thousands of decisions and unshakable determination to deliver an 




new product to Kansas City audiences. The payoff for us has 
greatest advertising boom and steadiest audience climb in the 
3T-year history. 

It's been a big year for Heartland listeners and viewers, for our adver- 
tisers and for us. But if our first year on Signal Hill was big, wait till 
you see what follows. 

Represented by 
HARRINGTON, RIGHTER & 
PARSONS, INC. 

HENRY I. CHR1STAI CO.. INC. 

NBC 

A UATIOWAL THEATRES STATION 



entirely 
been the 
stations' 



1 

WDAr 




f 

, RADIO «Sc TV 


^^^^ 


|^ KANSAS CITY, MO. 




Interview: 



C 




McCann Erickson, Broadcast, Media Supervisor tells why he selects 
WLW-TV Stations and WLW Radio for Ajax Cleanser 





'The Crosley Group can help clean up 
many an advertising problem." 





"For all-around know-how from 
in-store merchandising 
to on-the-air production the 
WLW Stations certainly know 
their business." 



"No scouring around for service, 
the WLW-TV-Radio Stations 
are always willing to help." 




Call your WLW Stations Representative . . . you'll be glad you did! 








Crosley Broadcasting Cof poution, a division ot AvCO 
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$156,419,000 




'55 '56 '57 '58 '59 

Spot tv quarter/} gross time expenditures hare risen about oQ^c sinrr TtR began publishing figures 



SPOT TV LEADS 'EM ALL 

ITS 25% JUMP IN BILLINGS DURING THE FIRST QUARTER 
SETS NEW RECORDS, TOPS ALL OTHER MEDIA THIS YEAR 



stunning performance was turned in by spot 
,tv (hiring tbe first quarter of 1959. 
Freshly-released TvB figure- reveal: 

• The biggest first quarter in «pot tv history, 

♦ The biggest quarter in spot tv history. 

♦ Ihe biggest percentage increase over the cor- 
responding quarter of the year before. 

• The biggest dollar increase over the corre- 



sponding three months of the year beiore. 

• The bigge-t percentage increase over la-t year 
for any medium. 

• A gross time figure equal to network tv for the 
first time. 

Though >j)ot t\ has been booming >inee la>t tail, 
the rocketing rise shown through March of thi- 
year impre-^ed even TvB exeeiith e>. w ho, ii oni- 
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TOP 100 SPOT TV CLIENTS 



Rank 


4. 


Vili-11 Uiemiral < 


f 4,351,900 


86. 


American BakrrW 


382,000 


23. 


Amt*rit*an t"hit*l« 


1,01 1,500 


10. 


liner. 1 Ionic PkhJ. 


2,1 19,900 


29. 


Kmvi ican Tnhan o 


910,300 


34. 


Vnhi'ii^rpRoM'h 


847,200 


89. 


Vtluutir Refining 


3 72,200 


44. 


\tlanti> S a l<> 


736,100 


24. 


Avon Product* 


995,600 


19. 


11. T. Rahbitt 


1,242,200 


92. 


liiwll Sweeper 


364,300 


67. 


Mm k Drn- 


495,200 


3 1. 


Bonh'ii 


869,400 


17. 


HriMol-Myi-r- 


1,297,600 


8. 


Urn. & WilliamHHi 


2,278,700 


93. 


( jjnuon \lill> 


3 61,700 


70. 


l arling Brewing 


465,200 


54. 


< .arler Protlurii 


568,200 


27. 


( Jii'^ehioii»h-J*oii(ls- 


953,200 


86. 


( hock Full OWm- 


385,000 


39. 


( .ora-CoIa 


787,300 


5. 


( .oljralc 


4,191,900 


7. 


( onl. Hakiiijr 


2,844,800 


36. 


( mil. \\ ax 


836,300 


13. 


( oin Products* 


1,523,700 


74. 


( oly 


44t,800 


51. 


lh'iiiz HoM.-anh 


625,200 


52. 


I >TitT> Mott 


584,800 


71. 


1 


456,600 


82. 


Kxiniitili* 1' orin 


419,500 


53. 


Ma\ Factor 


573,200 


69. 


I'.'iKtafl Hri'\\in<2 


487,400 


40. 


J. \. Fol-rr 


774,800 


20. 


Food Mfcr*. 


1.185,000 


56. 


F & J. Gallo 


564,000 


6. 


i iencral Food- 


3,646,600 


35. 


General AHIU 


836,800 


98. 


Cult (Ml 


338,600 


32. 


Knhrrt Hall 


867,000 


95. 


1 1 ii iiini Hi -cwiii" 


3 59,000 


76. 


Ilert/l Driw 


436,500 


64. 


Ilenldcin 


517,800 


f 1. 


lnt'1 l.atev 


2,035,700 


68. 


Inters. Utikti icn 


491,400 


22. 


\ndieu Jcr^en* 


1,085,900 


15. 


Kell<,«- 


1,364,900 


59. 


Linolin Phi* 


549,100 


2. 


Fever 


5,342,200 


26. 


i & m. Toh. 


987JOO 


16. 


P Forill.ird 


1,352.700 



Rank 



96 


\l 1 it fii t 

» I. J . 11. ^ .o. > 


3 57,200 


1 2 


* 1 1 1 1 •* I II), 


I ,Uz4,HUU 


3 7. 


M in u t c Maid 


0 1 J,DUU 


88 


.Monarch \\ inc 


1 Qf\ ~If\f\ 
3 OU, /VV 


1 Q 


i limp Mori is 


i too nrtrt 

1 ,zoy,y00 


OO. 


N atioiial l^i;-€"\iii 


lOQ L.f\f\ 


1 uu. 


^National Iircw inj4 


1 T A QOO 




National Hairy 


4j4 4 /UU 


7Q 

to. 


V,. .1' 


432,300 


1 1 


Norwich Pharm. 


nil nnn 

ooJ.oUU 


O J ■ 


PahM BrPA\ in j; 


c i o ^ion 




Pa m F n tcrpri^c*- 


A A 1 Qf\f\ 


9 1 . 


Pan- \iiierieun \ir. 


"3 kQ QOO 


0 j . 


Pepperidftc farm 


T OO Ortrt 


28 


Pep*i*( .<da 


OjIO inn 
V5U, zUU 


7 fl 

JO. 


r P.,,.| 

i ci ci i j ni 


HUV.oUU 


42. 


( 'h irli'i l*lw*»r 

^ ii iri* h i iizcr 


7A. 1 f\f\f\ 

to \ UUU 


62. 


Pliurina-( raft 


3 Z J , UUU 


94. 


Phillitw lVtr,il 

i iiinip* i ( n oi. 


■j Co Qon 


60. 


Piel Bros. 


Ci A QOO 


8 1 . 


Plon« h 


*49C QOO 

3,0 UU 


1 1 


Procter \ (tumble 


1 O A.70 Af\f\ 
1 U.O / Y,*+UU 


47 




OO 1 , zuu 


AO 


111. 11. 1X41 1 \ 


-rZ Y.YUU 


3 ft 


K c\ Ion 


boz UUU 


DU. 


Ii I K> ,,,,1,1 

i\. j . ne\ noi<i> 


633 ,500 


70 


Helena B nhin^tri n 


4 JU.HUU 


A 1 


,1a coli Biippcrl . 


rt>3 ,oUU 


OO 

77. 


Safeway S I n re> 


J j z,oUU 


CC 


V .i 1 .i , 1 .i v|.li< 1 1 

suiauu .^nn.-i ior>. 


567,700 


79 
/ Z. 


S'dilit / Brew in fj 


70C 
*fDZ, /UL 


49 


"%J lit) 1 '-1 111!!' 

~i (in i ..I pci 


A,d7 ,dOO 

o*t / ,*tuu 


45 


Sllr'll (til 

.Mien i mi 


OO Z,3UU 


1 4. 


Standard Brand** 


1 A t "3 OOO 
1 ,1 1 j , UUU 


ri 
/ j . 


• , i * . ' 1 11 ( I . ' 


-r3Z, OUU 


ZD. 


s^lerl in j; Drn 


009 700 
YYZ, /UU 


A7 


S<ni ( lil 
.TMlll V III 


/^U.oUU 


97. 


\ la" 1 1 11 11 i *1 ' 

> it i mi in > 


3 Inn 
j jj, 1 UU 


fit; 

CD. 


i a \ 1 1 1 1 ■ i \ ( eti 


"JO"] OOO 
J7J ,YUU 


AQ 


1 ea ( .otincil 


"JOO 
03 Z J UU 


O 

Y. 


1 i.'\i/e ( licniicals 


T TCT inn 
Z,Z3Z, /UU 


90. 


\ nitcd Fruit 


3 71 ,000 


65. 


\ . >. Borav 


502,300 


2F 


A irk ( hemieal 


1,088,900 


30. 


Zander Co. 


872,100 


61. 


Ward Uakinjr 


527,700 


3. 


\\ artiei Famln it 


4,570,300 


46. 


WVleh 


675.700 


84. 


W ilson ^ ( o. 


398.100 


58. 


\\ ri-Icv 


554.600 



call\. arc a>kin<: tlieiiisehe* thi? eni- 
l)arra*?in*j: question: "Where can the 
industry *zo from here? 

Heavy huying by advertisers result- 
ed in a <zrt»s time expenditure ol 
S1S6. 119.000. up $M7 million or 
31. V, from the first quarter of 1958 
Since the list of stations reporting 
during both quarters is not identical, 
TvB made a comparison of 308 tv 
station* which did report both times. 
This showed a jump of 25.7 r o in 
gross time billings. 

Kven the lower increase is a hefty 
hike compared with other media. 
Printers' Ink estimates for all adver- 
tising show a 2 f < advance during the 
first three months of the \ear. 

\o medium e\ en came close to 
>pot tv's spectacular showing. The 
nearest entrant in the advertising 
race was network tv. Its gross time 
billings over la>t year were up 9^c — 
a little more than a third of the spot 
tv increase. \s a matter of fact, net- 
work t\ s gross time total was a 
paper-thin S65.0O0 higher than spot 
—the first time spot tv has come so 
(dose. I These figures, of course, do 
not include program costs, particu- 
lar 1\ the heav\ investments in net- 
work programing.) 

The major print media are running 
ahead of the average but not by 
much. Magazines and newspapers 
are up 4 and 5'/. respectively, while 
outdoor has fallen off 12^ > As for 
radio, both spot and network are 
dow n- network b\ 1 9 r J . according 
to Printers' Ink and spot h\ about 
10' ,'. according to the Station Ixepre- 
soutathes \ssn. 

\nd that isn't the w hole stor>. The 
T\l> figures, gathered from stations 
by N. C. Rorabaugh, have never tnea. 
sined all t\ outlets. The late* I quar- 
terly tail) pulK together data from 
311 nations as compared to about 
500-odd on the air. TvB has no exact 
idea what share of the national spot 
melon is garnered by non-reporting 
stations but it is probably somewhere 
between 5 and 1 0^ which mean? 
another .?7.5 to SI 5 million gross. 

Hidden wilhin the record-breaking 
total are sizzling ad\auces in spot tv 
investments b\ individual industries 
and advctlisers. Lesloil alone spent 
S'\A million during the first quarter, 
nearh double its spending in 1958. 
Its current annual rate of more than 
SI 7 million for one product is an in- 
credible loial e\en for an incredi- 
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hie medium. If -pot l\ an ouipli.-he> 
nothing else, il> Miles record for Les- 
toil will earn it tin enduring niche in 
the annals of advertising. 

K\en Procter & Gamble, which far 
outran any ad\erli<er in it> 195o spot 
t\ spending, continues to plough siz- 
ahle fortunes into the niediuni. P&CTs 
first quarter spending topped $10 mil- 
lion, more than 35' < higher than the* 
corroponding tjuarter hist \ear. 

The roster of ad\ertrsers register- 
ing notahle increases includes \meri- 
can Home Product*. H. T. Babbitt, 
Brislob.Nhers. Kellogg. Minute Maid, 



l\\o othci iimjoi (jtegoiro par 
Impaled in tin* general advance. 
Drug product** made a 12'* leap in 
spending, going from £l 1.6 to $10.") 
million. The dental product category 
did 39' < hettcr. mo\ ing from 
to S !.."> million. 

Mirror categories w hrch did well 
include household furnishings, up 
103% : pet products, up 05' I ; sport- 
ing goods. bic\ ( le- and to \ >, up 
125'* : transpoi tation arrd trawl, up 

i o < . 

If sonic product categories ran 
ahead of the average, others, ohvi- 



dei ied-<- rrt -pending, building lila 
teriaL equipment, fixture**, paint ; 
general household product**; notion-; 
\\at<he-, jewelry, camera**. 

ProhahK the uio-t dramatic jnrnp 
in spending earne in the general area 
of cleaners, waxes and laundry prod- 
ucts. Direct comparison- with the 
first quarter of 1 are dilln nit he- 
cause of a charrge in definition of 
one product group. Starting with the 
last quarter of la-t year, liquid clean- 
ers l such as Le>t oil » were put in the 
"household cleaners, cleair-er**. pol- 
ishes and wave-'* category. Tlicv had 



DAY, LATE NIGHT SPOT TV SPENDING WAY UP 

Gross time expenditures, first quarter 1959 vs. 1958 



PERCENT SHARE DOLLAR CHANGE 



TIME OF DAY 


1959 DOLLARS 


1959 


1958 


1959 VS. 1958 


DAY 


S 58,288,000 


37.3 


33.2 


+47.4*7 


NIGHT 


80,747,000 


51.6 


56.9 


4-19.1% 


LATE NIGHT 


17.384,000 


11.1 


9.9 


—62.1% 


TOTAL 


$156,419,000 


100.0 


100.0 


4-31. 4%> 


TYPE OF ACTIVITY 










ANNOUNCEMENTS 


8120,440,000 


77.0 


70.3 


-U43.f]% 


HVs 


16,307.000 


10.4 


11.8 


— 16.2% 


PROGRAMS 


19,672,000 


12.6 


17.9 


- 7.5% 


TOTAL 


$156,419,000 


100.0 


100.0 


4-31.4% 



SOI ItCK: TVH, C. Horabaugh. Tie?o aro quarterly fiifuros only 



Jacob Ruppert, Soot t Paper, Sun Oil. 
\ irk Chemical. Welch. 

The food hulusl r\ — advertising's 
biggeM spender and spot tvs top 
eategon, too did more than it> 
hliare to pn>h up the medium'* bill- 
ings. The industry moved briskly 
ahead with a 40% jump over Ia;>t 
war in spot tv. Its 1959 figure to- 
taled $46.6 million compared with 
IS33.3 million during the fir>t three 
months of last war. 



ou>l\. ran behind- or even dropped 
in dollar totals. Notable in the lat- 
ter group were automotive -pender:*. 
oil about 10' ( and down to a fir-t 
quarter total of >1.«°> million. \n- 
olher durable good- eategon. appli- 
ances. \\a> oil about 20 f t . Tin* actual 
dollar drop was >malh the 1059 fig- 
ure being SoOO.000. I Appliances* haw 
ne\er been important u>ers of spot 
t\ in the pa>t. 

Four other minor categories >jw 



pre\ion>l\ been listed under "house- 
hold lanndn product*." 

In the fir-t three mouths of la*t 
year, tin 1 two categories together 
racked up a billing- total of ?10.6 
million. Thi- war the total (nine to 
double that or $21.3 million. 

Particularly repealing were the 
T\ B figures breaking down -pot t\ 
>pending b\ t\pe of bu\ and time of 
da\. I he latter breakdown -how- 
I Please turn to page <°>9 i 
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46% 



50% 



37% 



\ 



41% 



30% 



- 



30% 



25% 



50% 



FM Penetration in major market areas 

of the U.S. is beginning to impress 
advertisers and agencies 



A NEW HEAD OF STEAM FOR FM 



^ For first time since 1949, fin explodes into activity 
— sets, listening, advertising, and programing increase 

^ More than 15 million U.S. homes now fni-cqnipped, 
4()(),00() new sets built, 594 stations now broadcasting 



ike June in tin* s<m<i title, fm is 
'Inisting nut iill i)\cr." 

For the last 10 \oars. 1 1 if* medium 
appealed to ]>e gradual!) running out 
of gas. This war, howewr. there are 
plenty of indications that it has 
caught it> second wind. 

• Set production has risen sharp- 
ly Close to I00.0U0 sets were manu- 
factured in the I . >, la*J war. about 
loO.OOO more than in 1*^7, Imports 
uf fm M'ts also arc on the incicase. 

• More than 10 now fm stations 
have come on the ail in <i war. 1 
Vpril siw .")01 iti operation, I II un- 



der construction — a total authoriza- 
tion of 735. The I CC also has appli- 
cations for 19 new outlets under con- 
sideration phis 2d more in the hear- 
ing stage. 

• More is being learned daib 
about the fm audience. NAIJ esti- 
males there are more than 15 million 
reeeiwrs in use: I'ulse studies ha\c 
turned up some imprcssiw data on 
major markets. ie\eal that fm pene- 
t ration ranges from HO' \ to more 

ihan :>o r ; . 

• V number of big adwrti^ers are 
looking at this audience* sei ioii^K for 



the first time, and some of them are 
bin iug. Most exciting recent buy : 
Hamilton Watch Co. ( \, W. Awrl 
puts ?AY\ of its budget into fm radio. 

• Broadcasters themselves are be- 
ginning to take new interest in pro- 
moting the medium. This \ ear's 
IS VH Convention saw the biggest 
turnout of fm stationmen: the organi- 
zation has begun publishing this year 
a monthb newsletter- FV-})hasis 
which goes to some 100 \ Mi-mem- 
ber fin stations as well as to a special 
list of ad agencies, trade and con- 
sumer press. In Los \ngeles. 10 of 
the more aggressive fm stations ha\e 
joined forces to promote their medi- 
um to \\ e*t Coast agencies, have so 
far carried iheir crusade to more 
than 1 .10 ke\ agency and client ex- 
eeutiws who heretofore* had ne\er 
heard an fm presentation. On the 
Ka^i (-oast. Walker-Hawaii announced 
Oualit\ Mn-^ic Stations, a group (so 
far 10) of top market outlets to pre- 
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sent to national account^. In top 
markets across t lit* nation. outlets are 
conducting studies of their audiences, 
are reporting gain** in advertising 
revenue Kinging from MY ( to 50 r { 
ami e\en higher. 

j For more indication.- of ;i po>>i- 
hle fin renaissance, see adjacent box. 

Rea-ons behind thi> surge: grow - 
in" inteiest of the public in hi-fi and 
stereo: widening appreciation of bet- 
ter music: audience research showing 
high fin penetration in major market* 
along w ith audience profile.** show iug 
fin homes' generalh on higher socio- 
economic level: flexibility of am- fin 
operation* and fin station operating 
econoim : some additional Mat ion 
revenues through multiplexing. 

Whether this explosion of fm ac- 
tivity and interest will result in a 
sprint such as took place hetween the 
end of World War II and VJYJ or 
take the course of a slower-paced hut 
sustained climh up the business graph 
or perish the thought slip hack 
into the doldrums, remains to he seen. 
One thing industry ohsen ers pretty 
jinueh agree on: fm"? future depends 
on ad\ ertiser acceptance w hieh in 
turn depends on more audience re- 
search and harder selling by the 
broadcasters. 

it is in the area of ;*ales and client 
acceptance that lie fin's biggest weak- 
nesses. The fm audience has far out- 
klistanced ad\ ertiser Use of the medi- 
juiii. On the Inner** side, agencies are 
reluctant to reconmiend ime-ting cli- 
ent dollar** in a medium that can't 
jcome in with an armful of dispatch 
rases containing reams of numbers, 
10 n the seller's side, it just ha>n't 
teemed like good business to spend 
l)ig nione) to promote an air medium 
that sells for such slight prices as $10 
to $100 per hour. 

The fact is, that for the most part, 
fm bins during the past years ha\e 
heen at the instigation of the clients 
theiu.-eh es. When fm finally does 
take hold, agencies and broadcasters 
will -cramble for the credit of luning 
'disco\ered" it. Hut the truth is. it 
will ha\e heen the advertisers theni- 
*ehe* who will have pioneered. 

When the roll is called, the-e ac- 
counts, now on the air. will he among 
lational acbertisers who cracked the 
ice in fm: Benson \ Hedges cigar- 
ettes: Time and Harper's magazines; 
standard ^ Poor stock ad\ isory sen - 
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FM SIGNS OF THE TIMES 

AI)\ ERTISKRS : Interest is picking up. Most exciting re- 
cent fin buy: Hamilton Watch (/Iyer) investing about HO' \ 
of budget in fm. Another national buy in offing is Steinuo) 
Pianos due soon. Clients spur for sales 



SET PRODUCTION: Nearly 400,000 fm receivers were 
manufactured in U. S. last year, an increase of about 150.- 
000 over 1957, Imports from Germany and Japan of sets 
(for car radios, in particular) picks up 



AGENCY FEELING: At FM Association meeting the other 
day, R. David Kimble of Grey Advertising, said, "There's 
a fine art to narrowcasting (fm) because current agency 
trend is toward buying specialized audiences" 



LISTENING: NAB estimates more than 15 million fm sets 
in use at present, with more than 12 million homes fm- 
e(jaipped which means that about 24% of all families have 
at least one fm receiving set in the home 



STATIONS AND PENETRATIONS: Greatest number 
of construction permits issued by FCC last year (127) since 
1949. 594 stations now on air. Penetration in major mar- 
kets ranges from 30 to 50%, and higher 



BROADCAST INTEREST: More fm station men turned 
out for NAB Convention this year. NAB begins publishing 
monthly Fm-phasis for industry. Despite modest rates, some 
reps now beginning to push fm on exclusive basis 



SERIOUS SELLING: Quality Music Stations (19 outlets 
in top markets) announced in N. Y. C. In Los Angeles. 10 
fm stations band together for agency pitches, reach oier 
150 executives hertofore untouched by fm 



RESEARCH: ITQXR neL N. Y., finds average fm listener 
has income of nearly $9,000. has set in living room, listens 
nights, is a professional person or at management level, 
watches little tv. listens to little am radio 




kr: Lowcnbrau and Tnborg import- 
ed beers: Rurgermeister ami 1 latum 
Rn-w ing domeMic I >cers" : 1 In in ill on 
Watcher. NorlhwVsl Orient, KLM and 
RO VC airlines: Rose*** Lime Juice: 
I nion. Sinclair ami Gulf oik: llud- 
hull \ itanihis: Michclin \ tins. Tlirsc 
ad\ erli-ors obviously arc looking for 
special highdevtd audience;- in addi- 
tion lo w hat they may be reaching 
with other more mass-appeal media. 
Then there is a \angnanl of national 
accounts whose products arc eloseb 
tied to 1 1 1** world of sound in which 
fm phn> S4> large a role: Columbia 
Records. Sound Corp.. Zenith radio 
and t\ . Reeve* Nmnderaft. Ya crest 
Recording. 1 nited Vrtisls Recording. 
Fle< troni( I nsl m men I ( orp.. Rek-( )- 
Kut tin ntah les. Vnde\ lone arms. 
VV ostinglnaise. ()K. knabe Piano* 
Uind perhaps >oon. Neinwav. Piano*!. 

I .oenlh . product or sen ice eale- 
<_'oric^ that use fm most hea\ il\ ac- 
cording to \ VR aie: foreign and 
dome-lie car dealer*, icslau rants, 
hook Moi es. publishers, financial in- 
^lilnlioiis. imported foods, quality de- 
partment and home furnishing stores, 
soft di ink dealers, and of course 1 
lelaih rs of records and lii-ft equip- 
ment. 

JnM a few days ago 1 7) Jnne^ at 
( Hd Point ( omforl. \ a.. K. Din id 
khnble. senioi account executive 4>n 
M1G account for Vdverlning. 



l4>hl a meeting of the Fm Vs^ocialion 
4»f Rroadeasters some of his views on 
"The Fine Vrt 4>f Narroweasting"' 
\ narrow easting heing his term for 
fm as opposed lo am broadcasting). 

Kimble se*> a hig potential in fm 
Mure it del'n ers a specialized audi- 
ence, "and advertiser* today." he 
mi id. "are looking for special and i- 
enees in w ha lev er media I he} u*e. 
Our philnsopln at Grey is that jidi k 1 
heller o(T tiding lo hit four people Ml 
tiin<»* than lo hit 10 people four 
time**. I hereforo." he went on. "pick 
(tut your audience and make it V4mrs 

all \ours so von have something 
special h> offer somebody special. 

"If you make fin merely a bonus to 
\our a ni programing, however. Kim- 
ble said, "and y oit have simultaneous 
pr4>graniing then \oii ie just throw- 
ing \onr inoncv away. The same mass 
audience ran heller he readied with 
the inusie-aiid-nevv* am station. 1 he 
agenc\ buyer doesn't care about what 
\ 4»ii*i <" doing in simultaneous radio 
broadcasting, but he (b>es want to 
know what you're doing special in fm 
programing. The broadcaster u ho 
will make his place in I he fm Mm 
will be able lo provide* the 1 national 
advertiser with a chance at getting a 
sp4'4*iali'/ed audience with continuity, 
frequency, imparl, and that intangi* 
hie thing acceptability ami a good 
ctunmerciul «niv inminenl. 



Adman Kimble's advice to fin lime- 
sellers: "Give lli4- mediinn virility in- 
stead of Tm-inacy*. If you cant sell 
it. sit on it — don't *A\ e it away.'* 

There appeal*^ less danger now that 
broadcasters might gi\ e it aw ay : 
they sense the rising l i < 1 of i uteres' 
in the medium. In fact, a number of 
fm slalions have increased rates this 
year. In many 4*a*es. where slalions 
operating bolh am and fm were 
throwing fm coverage in as a lmnus. 
I lie fm operation has been divorced 
fnmi am with separate programing: 
one example : W estiughointe Rroad- 
casling which, at year's end. put four 
fm operation* on their own. 

1 Icq* tie the mounting listener 4Mi- 
tlnisiasin and the gradual rise of in- 
lerest on the part * » f agencies and ad- 
vertisers, fm fines a tremendous ehal- 
lenge. Here's how Buddy Rlack. 
owner of Chicago's WERH. puis it: 
"Ila\e y4>u e\ev approached a lime- 
buy er 4>r account executive on the 
subject of fin/ 'Oh. v cs.' he'll sav. 
'W4 1 list4 , n to fm at home all the lime. 
In fact. 1 Inn e an fm receiver here 
in my oihee.'* Rut then the excuse? 
come at you like breakfast food shoi 
from guns: ion Inn c no ratings. . . . 
llou many bonus can yon deliver? 
. . . ^ eah. we listen, but there i*n"t 
any market / " 

It may J »<- a long time before fm 
can answer all such questions, but a 
quick swing across the country turns 
up ii lot of signs that ihe answers are 
beginning lo come. The Pulse ha* 
been Mirv ey ing major fm markets, 
found some impre*>i\ e penetration 
figiii4'^ I >ce map. page 34 and col- 
umn Chart, page 7(1 t . 

V new study just completed hv 
Vudiencc Vnalv Ms of the Philadel- 
phia- VVilnmigl4>n-( !aniden area shows 
pcnelraliou up lo H..V,' from MV i 
laM May. < It was VV FL\ in ibis mar- 
ket thai nib umm! as guinea pig last 
year hy Hamilton Watch befoie il 
made it*- new fm bin .) 

In New ^4»ik. The Pulse is about 
lo begin a full-scale audience sime\ 
foi WRVl that will completely "pro- 
hie" the I in listener. VV'ONR. in the 
Mime eh\. recently compleled a Mir- 
\ c\ . along with Pulse, of its network 
audience, came up with Mich com- 
pelling fm ts as; one-third of all fami- 
lies within its cowrage own fm re- 
ceivers, more than half 4>f thes* 1 have 
income? out £7.300. m\irly 70S of 
{Please turn to puiie 70) 



SPONSOR • 13 .JUNE 1959 



NEW ANTI-TV TALK BACKFIRES 



^ ANPA's Tolal Srllinj: Oani|>ai<;n takes wihl swings 
at tv nirdinin. Iml gets all lnn<rlr<l n|» in own claims 

^ Of 20 'extra <Uvm1cii<1>* claimed lor newspapers 
TvB finds false or misleading statements in at least 19 



W., 11 hard-pres>ed newspaper 
pnhlisher> start scratching for ad dol- 
lar?* h\ at tarki n *x other media, the 
result* are often neither entireh 
accurate* nor entireh fair, 

Reeenth the Bureau of \dveiti>iiej 
of the A\P\ has been pitching ait 



anti-t\ presentation to agendo and 
advertiser^ ImmmI on 20 *uppo»cd 
"e\t ra di\ idend> u hich the new >• 
paper user get* he\oiid what t\ can 
niTer him. 

For it> annual >alc- clinic* the T\ I* 
anah /ed the 20 "dl\ idend claim*. 



and came tip with t hi* statement 
"\ mi will (pliekh m'i 1 tliat the pre-en 
tat ion ha> little chance of ma kin:: 
hea<I\\a\ with an <*\p< jjenerd ii'icm \ 
or adxerliMM". Ilowcwr it i* < h-\erh 
done to lake adwinlane of the inex- 
perienced or non-t\ u-ei. 

[he two tiuijoi fallacies in (In 
new>paj er presentation: coin pa rinir 
newspaper circulation^ to tin t\ \i<*\\- 
i nil audience, and total new^papei to 
a paitieular t\ program. 0f2U"di\i- 
dend" claim*. T\ H found lal-e or 
misleading statement- in I f >. lielow 
are >ome Hpieal example*. ^ 



NEWSPAPERS SAY . . . BUT HERE IS THE TRUTH . . . 



A I* 1)1 EN CE : "The newspaper guarantees to 
each advertiser the same circulation. Tv of- 
fers a different amount of audience, de- 
pending on timing, programing, competition. ** 



77n\v is a false comparison. Each newspaper 
advertiser does not get the same circulation 
for his ad. The mi niher o f people noting 
bis ad is not known and ean*t he gmiranteed. 



SURVEYS: "Surveys show that people like 
ami want advertising in the daily newspapers. 
Die same siir\ es s show that people would 
rather not lune ad\ ertising on television."" 



So what? Equally im pressive surveys show 
the exact opposite. And the public — which 
could always decide not to look — continues to 
view tv at tremendously high audience levels. 



HONESTY: W ith newspaper?* an advertiser 
gets hat In* pays for. Tear sheets, media 
records, etc. gi> e hi in proof that ads ran. 
With t\ . how cm er. he has no tangihle e> idenee. 



77n*.s is nonsense. An advertiser gets a station 
Affidavit of Performance in tv. Station logs fin* 
fded with the ICC. And II All and Roralmngh 
function for tv as do Media Records. AHC 



TESTING: "The daily newspaper allows yon 
lo pre-tes! for results in selected markets. 
\\ ith t> it is mostly "go for hroke/ hecanse 
of network commitments ami contracts. 



// is true yon can pre-test with news papers 
— at a price. Hat testing is far commoner in 
the tv medium because of tin* e.\*/re//ie flex- 
ibility" which spot tv gives ad vertisers. 



COSTS: "The daih newspaper costs )es> than 
network or spot tv. Ising "hasie data* it was 
learned that newspapers deliver more noters 
than spot t*. are 10 r ( more eilieient.** 



M cCann-Ericksttn data shoivs tr almost twice 
as efficient as news papers. And Sielsea 
studies have shown that spot tv costs 20 r "c 
less in top 50 markets* 2fi c c less in next 25. 
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HOMETOWN SCENERY, was heart of St. Louis "historama" sponsored by local savings & loan company. Even seminary priests were drafted 

Blueprint for a local tv special 



^ $15,775 St. Louis experiment proves a loeal one- 
time splurge ean do efTieient institutional and sales job 

^ Here's why savings and loan company took plunge 

it helped business immediately, brought long-range phis 



^Jiublcnh the local t\ special ha* 
ImiSt into l)nd, line and thru' home- 
tow n mh ei liscis ami station> air 
niiisin<i: If 1 1 1 i — kind of e\ti a\ apan/a 
work- for General \lotoi-. win won'l 
it u oi k foi me ? 1 See Spoilt )i 
Speaks. ;»() Ma\ , i 

I his line of thouaht. t>f ctuu m\ 
haw*- tltr o^ie-thm ol com- and that 



of sponsor suitability wide open. 

I! at now sonic prctt\ shai p elu<\* 
arc appealing as tin- ie-ult of a >d.Y- 
77-~) pioneei *in» c\ent jn>t concluded 
in St. Louis. rh<» sponsor'. (.oininu- 
nit\ Federal Sa\ nigs \ Loan. Tin* 
station: k\I()VT\! 

lii*iht oil. tlit* follow in si point- 
emerge from the e\pci burnt : 



• The budget bite is roughb the 
equhalent of a rotograwire section. 

• Institutional values are long 
i ange t eompai ed to the usual one- 
shot ad\eiti>ing splurge >. 

• Promotional tie-ins are virtualh 
unlimited, hnt ran he held to a small 
cost peirentage froughh 16%) of 
the total. 

• The ti^ht sponsor i> t lie one who 
can benefit fioui institutional a- well 
a> straight -ell that is. one who 
want- to create a "haekhone of the 
community " image \ ia fast impart. 

Li i >t and foremost. (Ionium n it \ 
Federal* pie-ident John IL Arm- 
hi nster wanted to call attention to the 



fn 



m - _.>th a mm ei -an ami. m 



tht 



VI j i m: 1<).V) 




process, ad\ anee sonic strong argu- 
ments that would encourage deposits 
and mortgage loans I interest from 
which account for 76.3' <' of the 
firms S(y l 2 million gross income ). 

\rnihruster and hi> agene\ . Savan* 
Ilanmiernian. St. Louis, had a roto- 
grawire section under consideration, 
hut it didn't offer them a number of 
things the\ needed: 

ill A m ercharul is in t* veil icle t ( > 
keep the niemor\ of the anniversan 
splash alive among businessmen, com- 
mnnih groups schools, etc. 

<2i // dramatic vehicle for driv- 
ing home the proposition that la) 
growth is important to a community, 
lb I if more people sa\ t\ more people 
w ill have an opportunity to buy 
homes. 

Armhruster. who puts half of his 
51 15.000 advertising budget into tv 
and radio, felt he could get these 
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PERSUADERS from KMOX-TV MERCHANDISING ANGLES figured 

convinced Armbruster and big in the calculations. Here (I to r) 

agency that local tv "historama" agency's Sid Savan, Harry Gibbs 

could be wrapped upfor $16,000 go over display with Armbruster 




COMMUNITY PARTICIPATION was strong feature of promoting the show. 
Art contest was part of pre»show build up. Youngsters keyed entries to three-page 
synopsis of hour-long script sent to all city, county, parochial schools, Here 
winning mural and one of its painters Is lighted for tv show finale (next page) 






ANXIOUS ANGEL, Armbruster stands by at final rehearsal as 
KMOX-TV weather girl Pat Fontaine does commercial run- 
through. Film clips on rear projection screen linked company's 
relationship to St. Louis history in opening closing commercials 



HAPPY ENDING came with presentation of cash awards to five 
art contest winners by Armbruster who waits (at left) to do 
honors. Meantime, Pat Fontaine winds up closing commercial in 
25th anniversary setting of silver punchbowl and cand testicles 



\alues from a i\ splurge. Film was 
clearl) indicated for a past, present 
ami future hUton of St. Louis, hut 
in talk in« to film companies', he ami 
a«renc> head Sid Savan got estimate? 
ranging from $25-30.000 for an hour 
show. The\ were about to return to 
the rotognnuie proposition as the 
economical wax of investing their 
$16,000 anniversary budget when 
KA10X-TY got wind of what limy 
wanted to do. 

Don Markley. executive producer 
at the Million and Mail uowsreel ram- 
cranial) (Clarence Talhot showed thein 
how tlie film could he brought in on 
If) mm. for under $12,000. Time 
cost?: $1,900. \rmbiu-ter and the 
agene\ worked out the budget for 
the promotional coMs, which included 
art. supporting newspaper ads. pub- 
licity, promotion, five additional 
print?* of the show for future distribu- 
tion around the cit\. and an elemen- 
tal and high school art contest to he 
tied in with the show. It added up 
to le^v than .510,000. 

lire contract w'Ti-- signed. Writing 
of the show b\ K\K)\-T\ staffer Jim 
Dutsou began. Shooting began the 
middle of I miliary . continued up to 
three week* piioi to the telecast (12 
Max ». 

lbre how the principal techni- 
t al problem^ were licked to keep eosts 
dow u : 



• Technical personnel. I I) Cam- 
eraman-director ; dual function per- 
formed b) Talbot. (2 I Assistant cam- 
eraman, required under union ruling 
for all "'drama tic" 1 sequences, i 3 ) 
Audio engineer, for sound sequences. 
I 10 Lighting man. for interiors. (5 I 
Production assistant, f 6 ) Makeup 
woman, who also handled eostmiies. 

Sequences, were worked out as fob 
lows to keep technical personnel costs 
dow n : 

• Dramatic sequences. Scenes re- 
quiring dramatic action ami the 
services of an assistant caineraman- 
were held to four key historical re- 
creations, like the landing of Catholic 
priests by tin* ri\ erboat captain Le- 
veque ( see picture page 3o \ . Noting 
priests from a nearln scminan 
pla\ed tin* missionaries, station per- 
sonality. Dave Allen, was Lcveque. 
Salaried actors were in the main 
members of the station's personality 
stnlT. townspeople phned themselves, 
a contribution was made to the semi- 
nan for the priests* services. 

• Sound sequences. Sex en basic 
sound sequences, one of them the 
Le\eque landing, were shot. \on- 
dramatic sound sequences were nar- 
rathe links by local authorities on 
anthropology, history, etc. Basic 
narration was done by Douglas Ed- 
wards in \cw ^ oik. 

• Lighting. Fixe locations were 



used that required lights — and a 
lighting man. 

• Sets. Reconstructed buildings al- 
ready in existence and natural scen- 
ery provided the sets. 

• Locations. In all. 300 locations 
were shot of w hicli. according to 
Markley, about 200 remained in the 
edited film. One-fifth of the total 
11.000 feet of film shot was used. 

Six minutes of commercial time 
were allocated. The three commer- 
cials were divided into past, present 
and future. First and last were done 
live by the station's weather girl. Pat 
Fontaine. The middle was on film, 
shots of the bank, homes and people. 

\ll told, costs broke down ihu^: 
Film and production costs: $11,225 
Time ro>ts: 1.900 
Newspaper ads. publicity : 1.850 
Contest prizes: 500 
Four additional prints: 300 

TOTAL COSTS §15.775 
Prints go to the Missouri Histori- 
cal Society, city and count} school 
hoard*, and one is shown to groups. 
\riubrnster himself will appear with 
tin 1 film when it is shown to larger 
business and chic gatherings. This 
is but one of the long-range benefits 
In 1 got from his special. As Arm- 
bruster says, ''above and beyond dol- 
lar gains, we have attained stature in 
the minds of thousands. " ^ 



10 



SPONSOR • 13 JUNE 1959 



Why radio is hurting for facts 



Radio is being shortchanged by a 
serious lack of the kind of \itnl re- 
search in format ion which aj:eiicie> 
<:et much more readih from 1\ and 
print. And radio, itself, must take 
most of the responsibility for tin** 
sad state of media research affairs. 

This is the charge of a sampling 
of Top- 20 ageue\ media e\eeuti\ es 
interviewed b\ >i»o.\sok within the 
past fortnight. The problem. ;is they 
sum it up: We're* ju>t not getting 
the kind of factual information we 
need in order to make sane and prof- 
itable recommendations . . . and 
buys. Vet we get tlm material from 
print and t\. 

The\ contend radio would reap a 
lot more client and agency interest, 
and dollar investment, if basic radio 
research were— first of all- -avail- 
able and. second, available in usable 
and reliable form. 

\gency people are quick to con- 
cede, however, that they and their 
clients are also responsible for the 
serious decline in the quality and 
quantity of radio research winch 
gi\es sharp dimensions of the medi- 
um to buyers. 

As one summed up this theme: 
*'\Ve shifted research gears from 
radio when tv came along, and we've 
just never shifted back. Client> are 
enthralled with tv. and this means 
the account group isn't about to pu>h 
radio. And if the account group 
doesn't call for radio information, the 
media research people aren't going to 
in\e>t either time or money.'" 

It take? both- -a lot of time and a 
\a*;t amount of mone\ — to come up 
with the kind of radio research which 
media people >ay they need. Money 
i> the biggest stumbling block. As 
radio nione\ from national adver- 
tisers has declined, there's been less 
available for radio research within 
the agency. 

\nd a> station and netw ork reve- 
nue ha> dropped off. the industry it- 
self has been forced to cut down on 
research costs. Research services 
apart from stations and networks, of 
course, are geared to investments 
which correlate with their cu>tomers' 
demands. Thus their radio efforts 
have been limited or diminished a* 
calls for their special reports have de- 



^ Media people say radio sells itself short with defen- 
sive iiifi^htinj; ami inadequate, superficial re>earch 

^ Radio research needs new life to regain interest 
of agencies ami clients, who are tv ami print happy 





HERE'S WHAT'S HURTING RADIO 



Radio's lack of facts 
makes it a 
defensive in-fighter 



Tv and print 
research is broader* 
more persuasive 



Mot enough 

money is being spent on 
radio research 



Ratings stress 

metro rather than total 

area tune-in 



There's too much 

reliance on 

eost-per- 1 000 figu res 
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dined. Fewer orders mean less re- 
search. 

\gencv people realize the ideal of 
hea\ v monies being imested in radio 
research is prettv far from reality. 
Hut they tli ink a compromise can he 
made involving the amounts now be- 
ing spent. Their contention: a better, 
more factual job ean be done with 
the nioiiev now being spent b\ more 
professional planning and technique*. 

I ler e are some of their recom- 
mendations. 



• Prod me an all-iadio study. 
Kadio, agene\ media people sa\ . 
spends too rnueb time fighting u ith 
radio a station against another, net- 
work against network. Instead of con- 
tinning defensive in-fighting, one ad- 
man sn\*>. radio should join forces to 
find ont its points of superiority over 
other media. 

\uother comment: "Kadio has to 
learn to fig lit on its ow n ground 
rather than on other media > homo 
lerritoi) . \s long as it insists on 
fighting against l\ 's figure* and sta- 
tistics, fur example, it II tuner win be- 
< aiisc the figures w ill alw a \ s come up 
in fa\or of t\% ast roiioinical < in ula- 
lion,*" 

\n all-radio stu<l\ would define the 
dimensions and character of the me- 



dium itself and of its audience, re- 
lating radio to other media as well. 
It would determine one hase — an un- 
questioned one — from which agencies 
eon Id spring into bu\ ing. So the 
media people say. 

One media director of an agency 
among the top five in broadcast hill- 
ing said. "1 am personal!) convinced 
that radio has a tremendous amount 
to offer. But nothing that 1 set* in 
the v\a\ of printed material docu- 
ments this lnmeh. Everv report, every 



statistic, everv survey 1 see under- 
sells radio . . . hut 1 can't reallv prove 
this to inv clients." 

Another commented : *'\Vrgo along 
with radio on faith and speculation, 
because we know it brings results. 
Hut sometime* an account man or 
a client wants something a lot more 
specific than faith. Then we're in 
for a wrangle, because we just don't 
have the facts and figures to hack 
Us up." 

W hat * missing in an over-all radio 
storv ? Here are tv pieal replies: 

"Then*"?. m> much emphasis on the 
iinpoitance of nighttime t\ » but no 
one does a in thing about nighttime 
radio or \cr\ earl\ morning, for 
that matter. ' 

"Kadio should pa\ far more atten- 



tion to fm because this phase of radio 
ean be important to mam adver- 
tisers." 

"We need to know if casual radio 
listening has an impact on audiences. 
I think it does, despite what the com- 
petition says.*' 

''Stations should gi\ e us Some 
qualitative survey information about 
their own markets — what kind of peo- 
ple lUtcn. how often, what the\ l>u\ 
and how often. Newspapers and 
magazines are far ahead of radio in 
doing a profile on their audiences." 

• Balance urban and rural audi- 
ences. \ major audience rating stum- 
bling block is the pattern of research 
organizations to take their sample 
from metropolitan areas rather than 
from a station's total coverage area. 
\nd metro areas tend to inflate tv 
ratings, deflate radio tune-in. one 
buyer >aid. He adds that these metro 
area ratings aren't reallv proje< table 
to total area listening because (\) 
the radio sample is too small and (2) 
metro habits are unrelated to non- 
metro habits. 

Tv pieal sampling will find 1.000 
homes surveved in a major metro 
area. But in these tv-dominated days, 
a 2Q r * radio tune-in among these 
families is considered high. Thus a 
maximum of 200 homes would he 
tuned to radio, vet this sample may 
be >plit among as main as 15 radio 
stations. 

Another agencv gripe : Stations 
now know in advance the week for 
which thev "re going to be rated in 
terms of audience size. "The\ load 
the air with special lures which en- 
roll rage heavv tune-in. and this 
makes an y rating highh suspect to 
me!" s a id one media group super- 
visor. 

Some agencv people are also leerv 
of independent station ^ur\ e\ s for 
this reason. One charge: "Radio peo- 
ple tend to start with a conclusion 
which linn want to prove ami then 
work backwards until thev get it. 
Print and tv have dove the same 
thing, but thev seemed to learn more 
quiekh than radio that thev "re going 
to get caught and ha\e cut down." 

• Researchers should join forces. 
\gencv people dou t know jnM how 
this r an be done, but thev think the 
Various rating services should get 
together on their techniques and 
their conclusions. 

I Pleu.se turn to page ou t 



WHAT BUYERS WANT FROM RADIO 

OVER-ALL RADIO INDUSTRY MEDIA STUDY 
AUDIENCE DIMENSIONS AND CHARACTERISTICS 
LESS DISCREPANCY AMONG RATINGS REPORTS 

NEW TOTAL AREA COVERAGE FIGURES 
BIGGER AUDIENCE SAMPLES FOR PROJECTION 
MORE RESEARCH DOLLARS FROM RADIO ITSELF 
ANALYSIS OF AUTO LISTENING BY SHOW, STATION 
HONEST AND UNCHALLENGED CONCLUSIONS 
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HOW TO WOO 

PLUMBERS, 

HOMEBUILDERS 



^ WITH RADIO 



^ Iii-Siuk-Erator kno>\> plumbers and builders dictate 
brands in disposer field, so plans a donble-barreled pileb 



straight 



^ $20,000 California campaign combines 
consumer selling with trade benefits in copy, promotion 



I ii-Sink-Eralor iV a garbage disposer 
which nsuaih wind- up in a eon- 
*uiner"> home. I >nt h\ a rather devi- 
ous route. 

^ ou can't Inn it in the open nun * 
ket like an electric toaster or a 
ua>hing machine. It inu>t either he 
huilt into the house a* it is con- 
structed, or installed I>y a plumber 
at a later date. 

In sJiort. when the In-Sink-Kralor 
Co. of Racine. \\ i>.. ad\ ertises its 
ware?, it murt get both homeluiihler? 
and plumber* into the act or it is 
\va>ting its moiiev. 

This Tinkers-t ( >- K v e r >-t o-C Ii a n c e 
situation posed a big media prob- 
lem. What made it particular!) acute 
in Southern California was the build- 
ing decline that set in about five \ ears- 
back. I he number of new dw oiling 
units in Lo> Angeles had fallen to 
about 2d .000 f roiu the 30.000 of 
1930. The competitive situation 
among garbage disposer manufac- 
turer:* was touithenin£. Meeting or 
i : 
heating a competitor price b\ a 

few cents ju*t wa>n*t enougli. 

W illard Asdahl. general manager 
<>f In-Sink Krator"- we>tern sales di- 
\i>ion, talked the j>roI)|eiu o\ei with 
the company's agene\ . Fulton & 



>!'o\>ok 
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Morri»e\. Chicago. OInioush. the 
best \\a\ to w in o\ ci tlie home- 
builder was to bring Iiiin eu^tonier>. 

\ test on radio was made in the 
Spring of 1933. Cop\. which em- 
phasized la-Sink- Krator ad \ ant ago 
o\er coni])Ctiti\e brandy \\a> ke\ed 
to the new-home prospect, Pn>\ ision*. 
were made in the clo.Miig lines of 
eop\ to plug a new tract or homesite 
in>t allium 1 n-Sink- Kiatois. 



It took 00-seeond cop\ and exact 
.scheduling to get the full benefit 
fioni tins line of attack. \^dahl ex- 
plains, \n important link in the 
(bain w a> not if \ ing e\ cry buildei 
in advance m> he ton Id catch hi> 
own plug when aired. 

\ weekend >chedule on kL \( '. 
I <j> \ngele*. inerehandi>ed to 

the builder?* in thi> w a\ . Moults 
came, according to VsMlahl. in t In- 
form of direct iiK]uii'ie> and sales. 
"It po>rdb!e to correlate inter- 

ested pro>pect> that tinned up di- 
rect!) to the radio ^pot^." >a\ - 
V-tlahL "After that hi>t weekemb 
we were o(T and running/ 

Fulton \ Moiri>>e\ contracted for 
a >pi ing and summer >ehednle on 
I Please turn to page 30 ► 



BUILDERS RECIPROCATE with free tv plugs. Here. In-Sink-Erator's western div. mgr. 
Wlllard Asdahl (I), R. M. Cox, v.p. in charge of sales, appear with KTLA's Dorothy Gardiner 




Tv tape's 1st year blasts a myth 



^ Full year of experience by networks, agencies, 
stations alike refutes notions of wbat eonldirt be done 

^ Milestones for tv tape: interebaiigeability, etliting, 
coverage, unions, mobility, production, international tv 



year of practical experience in 
t\ tape h:i> done mure to < 1 i>j >< a l illu- 
sions and mi*con captions than am 
amount of debate. Since the new 
magnetic technique appeared earb in 
l ( ).">o. ii had been besieged b\ no- 
lions of what *nppot»edl\ couldn't he 
done. Main of these mi>eonception> 
ha\e now been swept awa\. 

Karh ibc w ith l\ uaturalh in- 
\ ol\ ed trial and ei i or. and failures 



ga\ e rise to honest opinion on tape 
obstacle*, lint even after use led to 
changes of opinion when diflienltie* 
were o\ereome. there 1 remained a resi- 
due of prejudice, the Three Big 
Myth* of tv tape. \t first it wa> said 
that tape \\a^ not interchangeable, 
that \ on had to pla\ back on the 
*ame machine that mad* 1 the record- 
ing. Later, it was belie\ed that tape 
could not be edited under normal 



MOBtLE tv tape equipment Is now used regularly for network as well as local programs. Below, 
a tv tape Cruiser at Annapolis, Md., tapes a program sequence wi th Pat Boone for ABC TV 





I 



condition*. Mso. there was trade talk 
that the union* would provide a bot- 
tleneck that would strangle the devel- 
opment of tape. \M three of the^ 
in\ ths lia\e pro\ed false in the com- 
mon experience of networks. agen- 
< ies. station^ and independent pro- 
ducer- alike. 

The past \ear has been clearly one 
in which l\ tape has established it- 
*clf a* a technique that * here to stay. 
The three networks acquired o\ er 70 
recording machine*. Some 9o Na- 
tion?' put in operation a total of more 
than 12.") tape recorders. Independent 
producer* started rolling with more 
than 20 machines. In addition to 
thoe. tap* 1 o[ erations in the domes- 
tic I . S.. around 100 machines w'eie 
installed in other countries. 

The networks now originate 27 
shows out of New York on tape regu- 
larly, phis a do/en more out of Los 

\ngeles. and still other show s u-e 
la[ e occasionalb or employ tape 
segments at vaning times. The New 
Wk -core i- NBC 1 1. CBS 9 and 

\BC I: in Los \ngele* it's NBC 5, 
CBS !i. and \BC L 

Nine producers other than net- 
work- went out into the field this 
\ear with mobile tape units. Oper- 
ating out of New \ ork were >port* 
Network. Termini Video Tape Sen - 
ices. Mobile Video Tape Productions 
and Ciant\ iew Tele\ ision Network, 
the last of these also using Detroit a* 
a base. From llolbwood. John Gue- 
del Production* and Mobile \ ideo 
Tapes. Inc.. co\ered parts of the na- 
tion. In Flcn ida. lw o Tampa produc- 
er started operations \\TLA-T\ and 
Mel Wheelei. In Fnrope. Interconti- 
nental Tele\ ision began to ship tape 
reeds 1 here for network use. Notable 
among those mobile operations was 
Intercontinental".* taping for XftC- 
TV** T<ula\ and John diodels work 
for CB> TVs On The Go dawime 
series and the Coca-Cola specials. 

Do/ens of stations and other pro- 
ducers jumped into s\ ndieation of 
tape programs. NT \-Tele>tudio> in 
New ^ ork U disli Uniting KT1 V * 4 
Peter Poller and the New ^ ork-pro- 



dnced Bishop Sheen. Mile U ulltue. 
Alexander king 11 ml llenn Morgan 
programs. kTl \ , Lo> \ nicies, one 
of tin* earliest tape sx ndicators, now 
has Divorce Court. Juke Ho \ Jury 
and /\//// Coates. and i* readx ing 
Town //«// Part), Juvenile Court and 
Courtmartial. Also originating from 
Los Angeles for tape suidieation are 
KTLAs Mark Brand. Youth Court. 
Guy Mitchell, MunicifHil Court and 
kCOP's People* $ Court and George 
Jessel show. Two major sx ndicators 
in the film field, CHS Films and ITC, 
have taken their fust steps into tape 
with Theater for A Story and 

School, respectively . Station 
groups sneh as CHS Stations and 
\\ estinghouse Broadcasting Co. also 
figure importantlx in tape sx ndica- 
tion. Three public aiTairs programs. 
Out oj 7 his World. First Meeting ami 
) oung Audiences* originate on tape 
at WRBM-TV. KWT and \VCBS-T\ 
and eireulate among other CP>S 
owned stations. Westinghonse is pro- 
ducing American Forum of the Air 
and Youth Wants to know for its 
own stations and for <ale to other 
outlets. 

Main stations are taping local pro- 
ductions for exchange with lor sale 
to! other *lation>. KING-TV, Seattle, 
and KGW-TV. Portland, exchange 
two dramatic show* a month with lo- 
cal anto dealer* picking up the talis. 
Metropolitan Broadcasting's WNTAV- 
TV. New York, and WTTC. Wash- 
ington. swap tape* rcgularh. a* do 
\VBZ-T\. Boston ami W'OH-TV, New 
^ ork. \nothcr New York station. 
WIMX. is offering Gourmet Club. In 
the Southeast, \V \G \-T\\ \tlanta is 
hecoming active in tape syndication, 
and WEAR-TV. IVnsaeoIa and 
\\FL\-T\. Tampa, have heen ex- 
changing sports specials. In Los 
\11geles. ABC TV ha* plans to syndi- 
cate Traffic Court and KIIJ-TV ha* 
the Oscar Levant series in 90 and 30 
minute versions. An imported sports 
attraction in syndication is Jai Alai. 
coining from XET\ . Tiajnana. \nd 
this listing is hut a sampling of local 
tape operations in program syndica- 
tion. 

Independent packagers are also 
moving swift I\ to get tape program* 
into syndication. Max Cooper of Chi- 



10 TV TAPE MILESTONES 
IN FIRST YEAR OF USE 

1. INTERCHANGEABLY: /„«■/.■«,, machine 

2. EDITING: s„n eing obstacles note lartzeh overcome 

3i UNIONS 1 ^ inking agreements proved fairly smooth 

4i COVERAGE! l' ora l reath to exceed H0 r f this summer 

5i PROGRAMS! netuork, many syndicated shotts taped 

61 COMMERCIALS! Major producers re-ueared jor tape 

7, MOBILE UNITS: Vi/ic producers already in the field 

81 PRODUCTION! Vejr program concepts jor tv tape 

9i COPYING! "lhtpes" fdm-tape transfers under uu\ 

10. INTERNATIONAL.' Sources flatting: lines snitching possible 



< ago has Winter Baseball and Jona- 
than ^ o-t of IIollx wood ha> three 
half-hour shoxvs. Itomic Submarine. 
Out oj The It est and Luncheon in 
Las I egas. 

One of tape s thorniest problems, 
the handling of tape copies', is now 
getting the special attention of NTA 
Telesttidios" George Gould, who point- 
cd out that vital experience is now 
bring acquired in trafficking print.* of 
programs to MationA, Gould stated. 
"We're now on the threshold of iso- 
lating methods of making tape copy- 
ing com parable in cost to film 
through the re-nse of tape and with 
careful scheduling of technical per- 
sonnel."" 

Tape is proving a bonanza for sta- 
tion salesmen in attracting hitherto 
unreac liable advertisers. KTTY presi- 
dent Richard \. Moore, who has used 
tape remotes to bring in bushier 
from Sears Roebuck and other retail- 
er^ notes that tape "offers valuable 



new creative idea- and teehnitpic- 
which can help attract new adxerti-- 
ers into the telex ision medium. "" 

The adxent of tape has literallx 
revolutionized the commercials indu-- 
trx. Kxisting commercials men liaxe 
had the problem of financing tape 
equipment, w bile large companies 
outside the commercials field Inix e 
been looking for w ax - to inx o-t in 
tape commercials. I n manx ea-e- 
oxer the past xear. the mutual ^ol n - 
lion x\a> for a commercials makei to 
merge x\ith a larger company. Hence 
the ilurrx of new trade marriage- that 
brought together \ I \-Tele-tudios. 
\\ arner Brothers- Filmwax- and 
Screen Genisd^Iliot. I nger and Elliot, 
i See Commercial- maker- mobili/ * 
for xideo tape. 21 March 10.VJ. * 

\n important -tep in linking non- 
tape stations with tape operations ha- 
been coordination for film record- 
ings. Vine Film I .aboratoi ie- of 
t Please turn to page V>V>\ 
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RATINGS: TOP SPOT 



Top 10 shows in 10 morkets 
Period: 1-28 April, 1959 

TITLE, SYNDICATOR, SHOW TYPE 



Highway Patrol 

*> v ( \dvcnlun 1 ' 

Sea Hunt 

*'v (Adventure) 

Death Valley bays 

u.s. borax ( WrMmi) 
Whirlybirds 

cbs ( \(Jvi*nttlt'r ) 

Mike Hammer 
Rescue 8 

SCREEN CFMS I A dsT'Il 1 U IT > 

Special Agent 7 

mca ( .Advrntitn') 

U. S. Marshall 

nta i \V*«vti-rn) 

Twenty-Six Men 

abc fW'r-lt'inl 

MacKenzie's Raiders 

2 ' v < \dvontu>e) 

State Trooper 

mca ( \dvi-niutH 



National 
average 



20.3 
19.2 
18.4 
17.9 
17.7 
16.6 
16.5 
16.2 
16.1 
15.6 
15.6 



7-STATI0N 
MARKETS 


M 5 ARK A ET 




A 


STATION 


MARKETS 


Wash. 


Adnata 


N Y 


L.A. 


Seattle 


Chicago 


Oetroit 


Mil* 


Mnpls. 


San Fran 


13.2 


8.2 


25.0 


21.2 


17.9 


31.5 


24.5 


18.5 


14.9 


20.2 




ktt v 


kimio- tv 


\V"J1- tv 


wjtil; tv 


wtmj tv 


k^tp- tr 


l:rort- tv 


Wtrp- tv 


wa^a- f v 


7 "Opin 


,v:*i*)|,in 


7 iH'i in 


' t,Jpm 


nopm 


Ji .'iOpm 


r> iii»m 


i ■ uipni 


1111 


fi MKlpil) 


21.0 


9.7 


14.2 


24.5 


23.9 


17.2 


15.5 


23.9 


13.2 


16.5 






k in-tv 


wnbq 


« ibk tv 


w'Kn- tv 


«li'n iv 


kr^fi - tv 


wmal- tv 


M-.ll tV 


'i ( .Minn 


m :m>pri 


In MDjni) 


(l :;{'U'iii 


1" '0|)l)l 


'Mmpni 


li :ti«ipin 


7 :Onpm 


10 .impm 


In iiipm 


1 1.7 


1 1.9 


22.9 


10.2 


21.5 


11.0 


20.4 


6.2 


17.5 


19.5 


wrr a iv 


kna -tv 


kiiifr- tv 


'11 tv 


WYVJ- tv 


dsn - tv 


vwi)' tv 


ktvu 


wrc- tv 


w b-tv 


7 MiOpiu 


: nopm 


7 "ti mi 


'■* fllplll 


7 '.Ollpjil 


1 lUplll 


1 '■ Oipm 


7 ^nwn 


7 :<)upm 


r :impni 




5.7 




10.2 




35.5 


1 3.2 




1K5 


24 2 




ihjiv 




ivkii- tv 




IVtlllj- tv 


ti 1 tv 






V sit i V 




; lWi.m 




!' ;tiopm 




■ ':";>])] 


" 111 




7 ""pin 


7 "ii'iin 


19.2 


9.3 


16.2 


15.5 






8.5 


13.9 


16.2 


14.2 


wica- tv 


krea-t* 


kiiijMv 


hvii tv 






■<• tv 


kvim-iv 


wn- tv 


win a 


U' Opiii 


ni.ropiit 


111 ' 


ft : llpm 






i[jm 


in " llpm 


In v ."|.)ii 


in ' JOpm 




1 1 .4 


20.2 


16.0 




22.2 




16.9 




14.2 




krra- tv 


kin ■ u 


wjrn- tv 




^ tin j ■ tv 




-^n- tv 




\\<h- tv 




7 'in »m 


i 'J ill 


illplll 




* iii)pm 




iipm 




In- upm 








15.5 


10.5 








9.2 










unlnj 


wwj- tv 








r.maltv 










!' . >0;illl 


7 :0i)pm 












31.6 


6.2 


4.9 


10.2 


15.5 




1 0.2 


1 4.9 


14.2 


17.9 


wrra-tv 


kttv 


ktnt ■ tv 


wbkb 


wwj- tv 




IUtp. tv 


ki>-n tv 


urr- tv 


w.T'a- tv 


• Outturn 


7 00pm 


* OOpin 


( ,l lOllj)))) 


Hi. ilpm 




In tnpin 


7 impm 


1" .Oimi 


in unm 




4.4 


13.9 


13.5 


14.5 


12.5 




15.2 


14.5 


10.5 




krea-tv 


kf>;no- tv 


vvrn tv 


. 4 \y7- tv 






kf'T.l- tV 


a maitv 


\vhv- a 




ii :iiltn])i 


li .idpin 


Opm 


7 (iMpm 


'.liWJpm 




7 unpin 


< ■-in, 'in 


£ . *njnn 


13.7 


7.4 


16.7 


20.2 


14.9 


18.5 


17.2 


11.2 


10.2 


1 1.2 


UfllS-tV 


kttv 


k mi -iv 


tvpli'l 


IVXV7.- tV 


ui n-U 


kstp tV 


(,pix 


wtoptv 


vwlj tv 


S U'lpm 


^ IHI'llll 


1 <ipin 


!)■ 'pill 


7 :Qn\nn 


x :Mipm 


?i npin 


. Cnpm 


7 fipin 


7 inipiti 


3.2 


3.2 


5 4 


12.2 


1 1.9 


19.3 


12.9 


12 2 


9.9 




WOT- tV 


ktij-tv 


•it tv 


u :n tv 


kiw tv 


wtni.i- tv 


k tp-fv 


kpix 


vvinul ■ t 




ii unpin 


oopm 


' lr > ,m 


fl Nt'-IJll 


" ''itimi 


fl (llpm 




7 :i i);>m 


ii-'-tupm 





Boston Buffalo Cine. 



19.3 


21.7 


17,2 


21.9 


winar- Iv 


\\)<7.- tV 


wpr- tv 


"krr-tv 


7 -D(1pjn 


7:ii0pi)i 


7:ii''pm 


Hl::jii]uiJ 


12.3 


14.2 




13.2 


.vhiil tv 


wlnlli tv 




Akrc tv 


Ki.HOpm 


lorjopni 




7 30pm 


20.3 


16.4 


21.5 


19.5 


wjz- tv 


VV1>7, tV 


when - tv 


wkrctv 


r-snpiii 




7:ijl>pm 


7 00pm 


9.3 


18.5 


13.5 




■ nar-n 


«b7- tv 


^ii«i- u 




7 1 1 p m 


7 'Mipm 


7 ■nipt- 






17.2 


28.5 


23.5 




.vnac t\ 


»er tv 


wkrc - iv 




7 :ihiihii 


M >i)pm 


'^:0(ipin 



8.8 

uhaiti 
7 iwipnt 



18.5 

\U3ftV 

7 'iipiii 



19.7 18.5 



i-pr-tv 
1 (iitpni 



win I 

H>:'iOpra 



17.8 17.2 11.5 8.9 

Ajz-tv ft-titll] H Afir-tv wlw-t 
1 tipm 10 oOpm 7 ■ I0]>m )<i ■Sdpin 



13.8 16.5 

bal- lr wiiac- tv 
7 npin l^'SOpm 



12.5 

^ktHV-M 



13.2 

■.vcpo-tv 
:i 30pm 

17.5 



15.9 16.7 

wbz-tv wgr-tv ftiwl 

7 unpin In .i'Jpm 7 :O0pm 

9.8 10.5 17.5 16.5 

\t*al t\ slulta tv when tv ukrc-lv 

In npii Ir.'inpin 7.(iU|im 7:imt>m 

19.5 12.5 

\b.-ii ■ t v -ikrc-iv 

7 .(ii)pm r :H0pm 



Top 10 shows in 4 to 9 markets 



If You Had A Million 

mca fprama) 


15.1 


11.2 

wren, iv 
7'iiOpm 


















16.2 

W l> 1 V 

If "0]im 


10.8 

whal iv 

7 nopm 






Badge 714 

CNP ( My-trry I 


14.5 


3.7 

■ pi\ 
s :nnpm 




5.5 

tU'it-tv 

fl )!) 


13.2 

wiibq 
lo nopm 






15.4 

k^tp-t\ 

In Ofiiii 




13.9 

WttR-tV 

7 .ji'pm 




15.2 

umar tv 
iijmi 






Divorce Court 

guilo r Drama) 


13.8 




10.4 

kttv 
niipm 


23.8 

kins: tv 

S 11 'V 111 


7.2 

WfJlltV 

tl) I'Opm 


17.2 

wjt)k tv 
7 oii:)jii 






15.0 

k r^n ■ t v 
<• mipm 








9.1 

wlirth tv 
in (nipm 




Casey Jones 

sr: R rtN RrMs ( \dvrn(iirrt 


13.0 






3.7 

kMl tv 

r. Opm 


8.9 

wen tv 

7 :30pm 


11.9 

wwj tr 
i itiipm 




6.1 

wtcn- 1\ 
." niipm 










15.0 

U>7-tV 

iOpm 




Frontier 


12.9 






12.9 

king tv 

t "-"l))!* 


4.5 

VUll»t] 

12 :;inpin 




13.4 

witi-tv 
' oiipm 


5.5 

km*p- tv 
7 .iopm 


5.2 

kR^ - tv 
S IHIplll 










15.5 

ukijw tv 
'» ! Hpin 


Man Without a Cun 

NT * 1 WcstlTIl ) 


12.6 




8.7 

kttv 




5.5 

«fn t\ 
)l "0|im 






3.5 

kiiKp f 
7 iinpin 


7.9 

ktvn 
■mi, in 










15.2 

viklm fv 
III' llpiti 


Honeymooners 

CBS (^ojiudy) 


12.5 


2.2 

vv p i x 
ID -1101,111 


1 1.2 

knxt tv 
' ti(^>m 




6.5 

win t\ 
!» i-H|in- 






5.2 

ki4<n-tv 
'' 'ipm 












13.2 

iv kre - tv 
is Iinpin 


Walter Winchell File 

NTA ( Drama t 


12.0 


4.9 

11 CM 1 t^ 

7 Hir 


4.7 

Y<t\\\ tv 

> impii 








17.5 

-ii t\ 

■ Mi]mi 






3.7 

wmai-tv 

h nopif 






21.9 

*rnc Iv 
* iKipiii 


16.2 

nktw t\ 


Terrytoons 


11.9 


8.4 

«■»♦■■ f\ 






9.2 

HI'll tV 

t» itOillii 




16.3 

♦.llilj tv 

(| ' Hjjn 
















Tracer 

< Di. i]n,i i 


11.9 










10.5 

A\V/.- 'V 










10.9 

tv 

t> uptn 


12.8 

W j7. (V 

10 n»n>m 




13.5 

.\cpo - tv 



■ nic<J. H hr. , M hr. an 1 lir. MikUi. t*i<vint In f<>i)r r»r more inarkou. Tlif 

t l q.i"liH! M ,r i; | 1 \,. r! l WKilf 11' >\ > *■ ■ . " IP' r»lTlv 

■ ■ H ' b *i • j mi'?.' v e*i . p ratine t 



avrraco ratine li an unweiehtrd averse© of Individual market ratines listed abort, nianfc 

ilnt>k fi- in mu- n>>)i*h l- anfttn-r In market* In whtidi tbt-v aro sbi«\ti, this Is Inic f> much 
is. Is fr in a in* nv ith t- an Mur 1m IhJs chart. * las^tflrntkm a* to number of Nations In 



FILM SHOWS 



3-STATION MARKETS 



ClfVC. 


Col 


Nut Or 


Phi la 


Si. Lotih 


Btrm 


Dayton 


Prov 


10.9 


19.9 


25.4 


1 2.7 




3 3.3 


30.3 


1 4.0 


« l» IV 


tt)i|l« IV 


Wi\fUt tv 


WT-CV tV 


k*t| tv 








; .toiMii 




111 »H1|H1| 


]H "iiipin 


!) :topm 


l> :iiipin 


x mpin 




1 8.5 


26.9 


25.5 


1 5.9 






24.8 


20.8 


it 


whns tv 


wihii tv 


u on u- tv 


ktvl 








* iMlfllM 


7 ."lupin 


!' "m*(>ih 


: i>Hjin ( 


9 :.10ti hi 


!>:;;iM>i»i 


i ti iOptn 


7 mipiii 


16.2 


27.9 




22.2 


24.5 




"i A Q 


22. 3 


kv« iv 


VlttllS IV 




wn*v tv 


kmox ■ tv 








1 it 3"pni 


i".;;«»pin 




7i">piii 


9: nop in 




7 :0lt|iiii 


7 mipiii 




1 7.2 


26.8 




IOC 


24.3 




2 1 .8 




« 1 v n 


w<Uu tv 




k<t] ■ tv 












in rflOtim 




in.OOptn 


Hi oopm 




7 iMipm 






X ** J 




17 i 


24.3 
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21 .8 
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(It VII 


mlsu-tv 


nfll- tv 


ks<| tv 


whrr iv 


w li 1 n ■ 1 v 


vvpro- tv 


'V.IOpni 


i«::t»pm in-miptn 


9:30pm 




10:00pm 
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7 -nupm 


7 -tmpm 
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12.5 
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WTCV- t V 
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7 -OOpm 
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\i hlo-tv 






7 Oiipm 


Hi:(Wtpni 


7.00pm 
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s' OUpm 


7 :00 pm 
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14.5 

f >pm 



17.5 

M rrv- iv 
7 Oopm 
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«<ls(| . tv 
Hi. *tpni 



17.5 18.5 



22.5 

kuv-tv «tvn u.hit tv 
Opm 7-Knpm fi nopm 

23.5 

wiNii tv 
i- tOpm 

21.0 

ii ^tipm 



15.5 11.9 

ittl-tr wfiJiv 
)H nupBi 10:00pm 
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«-tv 
3i »am 



20.9 



7.2 

ks.l-tv 

* :!oam 



20.8 



20.3 

tthrf -tv wliio- iv 
10 10pm 7 :OOpm 

32.0 

uhln tv 
lO-'Umm 



9.8 

wjar tv 
(' iOpin 



22.8 

w t)rr-tv 



25.3 13.3 

whin tr 
7 :Oiipin 



HiftT tV 
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27.3 21.8 

whlo-tv wi»ro tv 
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t U Pulss s own. Pubs determlnet number by measuring which iu- 
ar» actually received by hornet In th» metropolitan irra of a given m«r- 
•*n Uiousii station itself may ha outslJe matnjpotlttn area of th« mirtcet 



CBS 

WBNS Radio 

Columbus, Ohio 

John Blair & Co., Representatives 




/r*r on"H I2. ( * c r trior r \ urn her Onv quarter hours than ail 
other l*ufae- Rated Stations Combined, unlading *M/j.srW 
lunt'ousT AM) our audinue m { *2 c \ adult. 



Why Not Play These Across the Board?. . . @ 
. ..the following "Best Bets" are favorites 

with proven assets for every successful TV campaign. . . 




5:30-6:00 P.M. ««« ^™ fh. 

4? 

~ A Reol Thoroughbred 1 ftecentiy 
~~ fnfered . . . firs* ftvn Off The 
Network! . . . Svre to Win! 



'The Life Of Riley' 



PARTICIPATIONS AVAILABLE' 




6:00-6:30 P.M. «»« ihru Fn. 
The One Jo Beat! 
Need We Say More? 

"Amos N Andy" 



PARTICIPATIONS AVAILABLE 1 




6:30-6:55 P.M. ^ 

Here'% A Porloy Worth Noling! *^ '7 




MONDAY— BADGE 714 
TUESDAY— SAN FRANCISCO BEAT 
WEDNESDAY— MR. DISTRICT ATTORNEY 
TNURSDAY— BADGE 714 
FRIDAY-AFRICAN PATROL 
FULL SPONSORSHIP OR PARTICIPATIONS AVAILABLE! 



In Maryland Mart Pmoph Watch 



l*^tM^>W THI XATZ aOIMCT, I no 



WMAR-TV, channel 

SUNH^m TELEVIVON— salTImOCE 3. MO 




As advertisers seek new markets, SPONSOR ASKS: 



Do teen-age programs produce 




To enlarge their market advertis- 
ers are now pitching to teenagers. 
Programer and admen discuss 
the sales impact of teen shows 

Walter Tibbals, r ' r ' J I ,rf ' s - & #cn. m( m- 
a per of radio tY iv dept.. \orman, Craig 
A hummel Inc., \ru York 

\ cry often. those of ih w ho arc 
concerned w ith broadcast media are 
railed to decide w helher teen- 

age telc\ is ion programs pay off for 
the adverlrser hiteieMed in the teen- 
age market. 

I liere is an inelinalion lo off 



The teenager 
remains hnal 

years 



Mir teenager as an unimportant seg- 
menl of the \ iew ing audience, as a 
non-ronfoi mist, low d>u\ ing power 
group who subscribe to none of the 
rules- thai we know. Nothing could 
he further from the truth. 1 )c>pile 
llit* had publicity of leen-age morals, 
habit* and tendencies. ( )<°/ , of this 
mosl important segment of onr buy- 
ing ])iiblic arc stable, young people 
ahonl to assume the reins of business 
and I he responsibilities of families. 
Their somewhat inexj)ei ieiieed minds 
are. nonclhele?*. sharp, anahlical and 
motivated b\ ii finer loyally to ad- 
\citiseis willing lo meet lliem on a 
common ground. 

This lo\all\ is bosl expressed by 
the enormous -ales results shown in 
t i numbrr of television programs 
which appeal dirccth lo teenagers. 
\ specific in this category won hi be 
the Dirk Clark Show sponsored by 
I >eeeh-.\ lit- Life Sa\ ers\ I his pro- 
gram, in parlh nlar. is a giaphie dem- 
onstration of the proper rise of lele- 
\ision lo sell the tern-age uuirkrl. 

l or example, onr of the Reerh-Nnl 
~how s iim'> substantially the same 
comnrei eials a- are used on the Dieh 
Clark Shon. yet only 17'< Ion the 
a\oianei. of I hr audience. remembers 



lieeeh-Nul on thai show as against an 
a\erage of lA f ." f on the. Dirk Clark 
Show. 

llowc\er. there is a much more 
potent reason for weighting the 
\alue of leen-age programs. Once 
\ ou ha\ e sold them I hey w ill slay 
wilh the adxeriiser as a hahil 
ihroughoul inosl of their adult life. 
It is oid\ logic that if you effect h eh 
sell the teenager, yon can e\]>eet 
ahoul 10 vears of brand loyail \ and 
repeated n*e from lhat one teenager. 
We value ihe teen-age purchaser at 
1 1 -2 to 1 o\er any other similar m/c 
age group possible to reach on tele- 
vision. 

Glenn Mann, /vp.v oj Glenn Mann Pro 

tluvtions* Sew \or!, producer of the 
Fianhie ivalon Show 

\ es. ami effectively so. It has been 
nn experience thai when programs 
are properly direelcd towards teen- 
agers I he results speak for theiusehcs. 

l ou'H note I said, properly directed. 
This doesn't mean that e\er\ throw n- 
logether rock n* roll abomination is 
going lo be an effect i\ e ad\erli>ing 
vehicle for reaching ihe teen-age 
audience. 

From my own experience produc- 
ing the Fran kit* Aralou Show over 
ihe \1>C luidio network. I ha\e found 
that ])ersonalilics such as Krankie 
exert a Iremendous influence o\ er 
liieir audience and when ihe pro- 
graming material and the commer- 
cial message is pitched in a maimer 
attraelhr to ihe younger sel there is 
no ejiieslion ahonl their faith in the 
prodnel being sold. 

There has been a lot of lalk ahonl 



Programing 
I 




tased ou a 
strong 

personality .sells 



the "bad* rffect of some programing 
on the teenagers, hut I know lhat 
most responsible program people 
are pnoiding u prell\ «ood combina- 



tion of program material thai w ill 
hold the teenagers' interest. 

I nlike the alleged "good old day s'* 
ihe teenager of today has more inde- 
pendence, more lime, and more 
money to spend and. believe inc. I hey 
spend it on things they like. Jusl as 
we used to spend <>ur money on Clark 
Gable's personally autographed pic- 
tnrcs *old in every five-and-dime 
store in the country, so do these 
teenagers spend their money, wheth- 
er its baby -silling w ages, part-time 
work money or allowance from the 
family, on whate\er their idol sug- 
gests, be it peanuts, popcorn, per- 
fume or pizza". 

\s a package producer, for radio 
and l\. 1 frrl that this teen-age mar- 
ket has been tremendously negleeled. 
There are hundred* of shows for 
pre-sehool children, pre-teen children 
and the grow n-np*. but outside of a 
few radio and tv shows such as those 
listed abo\e ihere is hardly a single 
program aimed directly at the teen- 
ager. 

What 1 would like to see is a va- 
rielv of ]>rogranis thai will give teen- 
agers an opportunity in which to lake 
aethe part. I don't mean the dance- 
part v lype of show, which is fine as 
far as it goes, but such programing 
for teens as teen quiz shows, teen 
lalenl programs and I ecu hobby 
show*. W hen an advertiser tries one 
of these on for size 1 think he'll find 
he*> lapped a new. rich lode for mo\- 
ing his product and he'll also ha\e 
created an area of \ ilal interest lo 
all teenagers e\ cry where. 

A. Burke Crotty, rice pres. in charge 
of radio & h\ Ellington & Co.. Inc.. 
\ en ) ork 

If they didn't I'd ha\e a hard time 
explaining to my clients why not. 

In some instances the eventual re- 
sults may take time in developing but 
that U due to the particular make-up 
of today's teenager. \ny parent (if 10- 
day will a>snre you that teenager* are 
a breed apart and lo reach iheiu wilh 
am t\pe of suggestion is at best a 
difficult problem. To reach them in- 
telligently w ith an adverli>ing mcs- 



sCO.NsoR 
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ADAM YOUNG ASKS: 




-age is proluibiv the most tlilltc ult 
chore (if all. 

Over a period of time we have re- 
searched thoroughly the \ avion- 




Hero-worship 
makes them 
more receptive 



tvpes of programs that seem to at- 
tract the best teen-age audience* and 
furnish the best results. For our 
purposes we lia\ e found that tele- 
vi-ion disk jockev-tvpe shows ha\e 
in general proved to he the right ad- 
\ertising medium for reaching them. 
There is a strong preference for lo- 
cal program* rather than network 
shows on the part of anv client. 
These musical television shows ap- 
peal to the teenagers. Such a show 
provide* them with simple entertain- 
ment featuring the music of their cur- 
rent popular vocalists and makes, for 
them. \er\ easv listening. The ad- 
\ ertiser wanting to reach this audi- 
ence will find these disk jockey show- 
to he ideal \ chicles. In fact, coupled 
with premiums or contests they pro- 
duce startling results. 

The teen-ager viewing of toda\ is 
reallv little different from the teen- 
age radio hahits of a few vears ago. 
1 hev appear to give passive atten- 
tion onl\. \ et the) inner seem to mi>s 
a single point. We have also found 
that television for our advertiser lias 
proved far better than radio, hive 
commercials presented In the m.c. or 
host of the program have produced 
results far exceeding am thing we 
have attempted on radio and are also 
far superior to film commercials. 
Teenagers appear to be less skeptical 
than most adults and whether it is 
hero worship or not they place great 
credence in the commercials present- 
ed In their local tv disk jockev . 

Our success with this type of ad- 
vertising this \ear is such that we will 
do considerably more of it in I960. 



Should tv nets 
give affiliates 
minutes to sell? 



^^^^ 



The spot advertiser speaks: "Mv pr< Ilk [ mi 
he properly demonstrated in lc— than a minute If 
1 can t demonstrate. I'm not u>ing televisions full 
*U£ ^£ potential. \t the same time it's impoi taut that mv 

^ ])i'odurt he exposed to prime-time audience*, of tin* 

si/e von find between two popular network -hows. 
1 fan t do this. now. Ml that*- available are 2U*- 
and 10'*. If 1 want a minute which mv agene\"- 
creatne people insist 1 need- it must be a partici- 
pation. 




Adorn Young 



"There's another matter — multiple spotting. In the transition between one 
network show and the next. \ou have a closing commercial ... a program 
promo spot . . . the local stations 4 *20*' ... a "10" and finallv. the new 
program"* opening commercial. That s too mam consecutive commercial?*: 
1 wonder if the result isn't less attention and less prodin tiv itv for all of them. 
\ solid minute spot (with sufficient impact) instead of a 20 and a 10 would 
reduce the multiplicity bv one. And if more network sponsor* moved their 
opening commercials further into their programs, we'd wind up v\itb three 
>pots. where there used to be five." 



The station's paint of view: "We've been getting a tremendous and in- 
creasing amount of pressure for minutes. Manv spot advertisers tell n> 20' s 
and 10's are simply not adequate for the celling job their product** nerd. 
They would like prime time minutes, even if the) have 1 to pav none f» n them. 



"On sheer economic*, it s a good idea for networks to open break** to 00 
seconds. There's a big trend tow ard hourdong netw ork programs, during 
which there is nothing the station can sell. The more hour programs, the 
fewer our revenue opportunities. \ minute betw ecu show - u ouhl allev iate 
this condition. The increased station revenue would help make the affiliate 
structure stronger financially and functionally . \nd a stronger afhliate 
structure is necessary to assure continuity of the entertainment ami adver- 
tising functions of network television." 



\l'hai*s roar point of vieiv? The questions of multiple-spotting . . . station 
economics . . . and product story requirements do not exhan-t the subject, 
by am means. Young Television would like to hear how v o// feel. If v«>u have 
am suggestions for action, send them along. 



YOUNG TELEVISION CORP. 

Representing some of A tnerira** !>est-se!!ini: tv stations 

NEW YORK (3 E. 34th St.) ♦ ATLANTA ♦ CHICAGO • IHITKOIT 
COS ANGELES • ST. LOUS • SAN FTCANCIM'O 
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BEST' SHOT 



/ OF TH£ VEAR 



"/ fim/ fUS/CS vrrx 
/ handy as refereiue bind', 

e^l>c< tally if ont uanls 
I init>i mat inn in a hun\ 

It contains most informal i< n 
bun ts neod and itSf . 
I think it a I leinrndoiu 
j'd). in ll done, and serees 
it\ oien sf)f( ial need. 

Lee f.ich 

/'./'. -Jssonate Media Ditedor 



Denton C Howies 




In use 18^lV 

• AD PEADLlNE 



22 JUNE 



# 

A 
m 
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IN SINK ERA TOR 

\Confd from pa fie dot 

KLAC. concentrated niainh on wcok- 
ends, and \ ^< Ui 1 i J and 11. M. ("ok. v.p. 
in e ha rge* of ln-Siiik-Erator- w e-st 
coast sales began incrchaudfciug the 
radio campaign to other builder*. 

now ." sa\ s \selahl. *'we knew 
we were mi safe ground in eleTneriug 
what in our \erhal contracts promised 
—traffic at home-sites/ 

The agency allocated 75' , of the 
£20.000 West Ce>asl budget to radio 
and continued the campaign into the 
winter, [fere, a different attack en- 
abled ln-Sink-Frator to win another 
decision- maker w here garbage 1 el is- 
posers are concerned- -the plumber. 

\ disposer cannot be bought ex- 
cept through a plumber. Wintertime 
was n>ed to induce plumbers to rec- 
ommend In-Sink-Frators. The proc- 
ess was similar to the campaign 
aimed at builder.*. Straight sell spots 
informed listeners that the product 
was available* onl) through licensed 
plumbers. 

\sdahl u>ed trade ad\ ertisang as 
well as radio spots to merchandise 
what he w as doing. "The plumbers 
might well catch the* spots." sa\ > 
\sdahl. tb but it was \ it a 11% important 
to let their organizations as a whole 
know what we wore doing through 
their own trade journals. 

Because results were harder to 
anahze in the ca*e of plumbers, a 
lot of tie-in merchandising was u>ed. 
liadio spots for lnunebuihlers were 
used primarily for special promotion*. 

1>\ the time spring of '56 rolled 
around, the 1 bos Angeles home- 
building curve wa> beginning to 
spiral upw aid. \ selahl and the 
agenc\ felt the te'chukpie 1 pioneered 
the war before 1 could he> applied to 
San Francisco, w hie'h hit it* home- 
building low in 1050. 

Modified, special schedules were* 
run in San Francisco, while 1 the* same 
heft\ barrage' was conducted in 
Southern California. Two thou- 
sand spe>ts p<*r year wcic soheelnled 
in Los \ngedcs. "\\ V had discovered. ' 
sa\s \sdahl. "that we could shift 
eop\ (jnickh to gi \ <* builders an 
e*\tra push if needed at certain times. 
Ibis came 1 in particularly lianeh in 
San Francisco whom 011 1 schedule's 
were briefer and nunc sporadic. 

Tbi> flexibility of timing. cop\ and 
concentration has been tester! to its 
fullest b\ \sdahl. Success of the' bos 



\ngel< i s an el San Francisco cam- 
paigns freed some nione\ for small 
radio promotions in San Diego 
which, unlike the other areas, was en- 
joying a boom in home construction 
(up fioin nearh 7.000 units in 1956 
to ov er 0.000 in 1957 >. 

Fairs and home show ? we 1 re useel 
ikLAC broadcast it> 1058 LA. 
Home Show co\ c.rage from the 1 ln« 
Siuk-Frator booth leeiproral adver- 
tising by henneTmilders brought free 
t\ plugs. 

Say? \selahl. 'T know of no other 
ad\ertising we*\e used that has pre>- 
eluceel so much response in the Los 
Angeles sales office on a elollar fen 
dollar basis as this use of radio." 

This week. ln-Sink-Frator begins a 
new 52- week campaign em KM PC. 
Le>s Angeles, \sdahl handle* the cop\ 
and scheduling of spots, with Fulton 
& Morrissc) contracting for the time. 
In-Sink-Frator has he-en marketing 
garbage elispo>als for 2.S )ears. In 
1036 the appliance was hailed as a 
re\ olntionai") elevele>pment in sanita- 
tion. Todav. except where zoning laws 
prohibit it. a disposer is a stanelarel 
item in even new home. ^ 



Ray ENingsen 



HOTOGRAPHY 




can gtve 
your 

photographic needs 
the lund of 
attention 
you lllte 
, . . backed by 
experience 
and artistry! 

Simply coll 
DEIowore 7-7ZO 
or write to 
12 E. Grand Ave 
Chicogo 



sponsor • F'> .MM-: 1059 




TH 





CONSECUTIVE 
YEAR- 



REGIONAL UfAlAf 

RADIO WW W WW 

IS&LUN& to 

MORE LISTENERS 

than the Next TWO Omaha Stations Combined ! 

MORE LISTENERS 

than the COMBINED Audiences of 67_ other 
Stations in the Fabulousl y RICH 

103 County WOW 
Service Area! 

Ask your John Blair man to show you 
Twelve New Radio WOW Audience Studies 



-A 6 am fa 6 pm Manday through Friday 
Pulse af WOW Area— Jan. Feb. 1959 



REGIONAL RADIO 1U MM Ml Oma&a 



WOW 



CBS 

FRANK P. FOGARTY, Vice President and General Manager i^^Ht l^^Hr l^H B iL^L\\\\ ^m\\\wM AFFILIATE 

BILL WISEMAN, Sales Manager ImmW J^H ^^fl ^Hf W\W ^ . ■ j . _ kl _ 

VmmW m V \W HP ■ IN OMAHA AND 

JOHN BLAIR & COMPANY, Representatives ***** wmMM ^*§§§r ***** ***** iQ3 COUNTIES 



A MEREDITH STATION — affiliated with Better Homes and Gardens and Successful Farming Magazines 
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n san Antonio. 



IF YOU 
WANT TO 
REACH 

WOMEN 

KONO'S GOT 
THE MOST I 

7,892 WOMEN* 
4,992 WOMEN* 
4,967 WOMEN* 



n San Antonio. 

IF YOU 
, WANT TO 
F REACH 




KONO'S GOT 
THE MOST I 

ONO 4,708 MEN* 

fa. "A" 2,875 MEN* 

h. "B" 2,892 MEN* 



n San Antonio. 

IF YOU 
WANT TO 
REACH 'EM 

ALL 

KONO'S GOT 
THE MOST I 

15,925 PEOPLE* ' 
10,142 PEOPLE* 
8,608 PEOPLE* 





SI 



National and regional buy s 
in uork now or recently completed 



TV BUYS 

Bristol-Myers Co., Product Div.. Xew "\ <>rk. is kicking off new 
schedules in scattered market,* for its BufTcrin tablets. 1 hi* sched- 
ules start this month for 52 weeks. Minute announeenients during 
prime lime slots arc being used: frequencies- van from market to 
market. I lie loners are Joe Ostrou and Hill Ferguson; tlie agency 
is ^ oimg & Kuhieam. Inc., New York. 

The Procter & Gamble Co., Cincinnati. is going into top markets 
with schedules for its Tide detergent. The 52-week schedules begin 
this month. Minutes during nighttime periods are being placed, with 
frequencies vaning. The buyers are Pete Dalton and P>emie Schloss- 
man: the agenc\ is Denton & P>o\vle<, Inc.. New ^ ork. 

RADIO-TV BUYS 

Boyle-Midway, Div. of American Home Products Corp.. New "\ork. 
is initiating schedules, inostlv in southern market 3 ', for its GriiTin 
\llwhite polish. The schedule* start this month for 10 weeks: the 
big concentration i> in radio, in about 2.") markets, with some t\ sup- 
poil. In radio. 20- and 30-second announcement? are being used: in 
t\. minute and 20-seeond announcement? on the Six- Plan basis. 
Frequencies depend upon the market. The Inner is Kd Richardson: 
the agciic} is Gov er. Morey. Madden \ Ballard. Inc.. New "\ ork. 

RADIO BUYS 

Ward Baking Co., New York, is entering major markets with a 
campaign for its Tip-Top bread. The schedules start this month, run 
for \'.\ week*. Chainbreaks ami minute announcement* during da\ - 
time periods are being scheduled. \\erage frequency : 24 per week 
in each market. 1 lie hmers aie Mario kirehei and Madeline Cal- 
eaterra: the agenc\ is J. W alter Thompson Co.. New York. 

Liggett & Myers Tobacco Co., New York, is going into top mar- 
kets throughout tin 4 eoiintn for its L&.M Filtei's. The Schedules", for 
10 week*, start this month. Chainbreaks. minute and 30-second an- 
nouneenients during daUiine segments arc being slotted: frequen- 
cies van from market to market. Tin* hmers are Jim Clinton ami 
Phil Tocantin>; the agency is Daneei -Fitzgerald-Sample. Inc.. N, Y. 

American Machine & Foundry Co., New ^ ork. is scheduling an- 
nouncements in about 22 lop markets lo promote bow ling alle\ s 
ns'mg its Pinspottcr equipment. The six-week campaign begins this 
month. 1.1). * and H0-sccond announcements during traflic hours are 
being used: frequencies depend upon the market. The Inner is Val 
Hitter: the ageiic\ is Cnnningbam & Walsh. Inc.. New York. 



Jack Roth, Monogtr 
fc O. Box 2338, San Antonio, T#xos 
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M NEW WESTM INSTER 

■Til 111 'i 




KVOS TV DOMINATES 
CANADA'S 3rd MARKET 

One Million British Columbians 
in "A" contour... 
262,000 T.V. homes 




/'///> 



M' Ihjim.s m \~fj/'tht*'< *t \V a.shnttjtt 



First in all Surveys* 

"International Survey 
*MacDonald Research Ltd. 
*B.B.M. 

*Elliott-Haynes Ltd. 



KVOS TV 




&&&& 




NORTH VANCOUVER ; 



o/?e TV station 
had to be 
unique 



CHILLIWACK 



MISSION CITY 





VANCOUVER 



VANCOUVER OFFICES 1687 W. Broadway. REgent 8-5141 
STOVIN-BYLES LIMITED Montreal. Toronto. Winnipeg 
FORJOE TV INC. — New York, Chicago, Los Angeles. San Francisco 
ART MOORE and ASSOCIATES— Seattle, Portland 



This is TvAR 



Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 



TVAR gives you more 



. . . selling more than 24 million people . . . more 
than $47 billion in buying power through 

BOSTON . . .WBZ-TV (NBC) 

BALTIMORE . . .WJZ-TV (ABC) 

PITTSBURGH . . . KDKA-TV (CBS) 

CLEVELAND . . . KYW-TV (NBC) 

SAN FRANCISCO . . . KPIX (CBS) 



stations of the Westinghouse Broadcasting Company, Inc 



when you go to market 




Introducing' . . . 

Larry Israel 

Vice President and General Manager 



"Let me tell you about TvAR . . . 

"We had one basic thought in mind in 
organizing TvAR - to gi\e you the most 
modern, most complete representative 
service ever offered to agencies and 
advertisers. We did this becau>e we 
realize that your every spot bin is a 
major marketing wove," 



This is TvAR 

Television Advertising Representatives, Inc. 
the exciting new TV rep firm ! 




research 



Totally new from a rep firm — qualitative market and audience research that put you 
inside five major markets. TvAR plans Hrand Comparisons covering numerous categories, 
to give you the exact status of leading brands in five major markets . , .TvAR Ainlicna 
Profiles, to add new dimensions to the study of audience characteristics for each TV pro- 
gram in TvAR-repped markets. 

These are two of many projects to be undertaken by Hob Hoffman, TvAR Director of 
Research and Marketing. And they are only the beginning. The objective: to sell not just 
numbers, but the facts behind the numbers . . . not just ratings, but unequaled knowledge 
of people's buying and listening habits . . . not just call letters, but stations whose Com- 
munity stature and believability is documented by audience opinion — and whose ability to 
market your product, whatever it is, is greater as a result. 



rvAw gives you more when you go to market 



This is TVAR 

Television Advertising* Representatives, Inc. 
the exciting* new TV rep firm! 




marketing know-how 



What stimulates buying in San Francisco? Or Boston? What are the special product and 
brand trends in Baltimore, or Cleveland? How big are sports in Pittsburgh? Put the question 
to your TvAR man — get the answer fast. 

Everyman has visited every TvAR-repped station, every market ... knows it personally. 
He knows a lot more about them than just the numbers. He understands market peculiari- 
ties — seasonal variations, shopping patterns, living and TV-viewing habits. No one in the 
business is better informed. 

And the learning never stops ! Typical of frequent up-dating sessions is the one shown here, 
where Eastern Sales Manager Jack Mohler is reviewing TvAR-repped market data with 
members of New York Sales. 



rvAR] gives you more when you go to market 



This is TvAR 



Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 




rogramming know-how 



TvAR men pkiy a dual role, unique in the rep business. They're market facts men . . . and 
they are fully knowledgeable in all aspects of programming. 

They know the talent intimately, and every nuance of the personalities that keep the 
shows top-rated. They know the programmers and their product . . . the great film libraries, 
and how film is scheduled, edited and produced for maximum response. They know station 
management, and the activities that keep them respected in their communities. 

They're kept informed on many aspects of local programs and personalities through 
Videotape, right in TvAR's New York ofiices. It's the first screening service of its kind ever 
utilized by a rep firm ... a service open to all TvAR clients as well. 

TvAR Videotape lets you see these great out-of-town personalities and programs right in 
New York. You can preview television advertising, including your own taped or filmed 
message, in its actual program context . . . pre-test your own copy line with the same 
selling personalities who will deliver it . . . know first-hand how your advertising is being 
handled from Boston to San Francisco. 



ARJ gives you more when you go to market 



This is TVAR 

Television Advertising Representatives, Inc. 
the exciting new TV rep firm ! 



.more from Boston 




through WBZ-TV! 



First in the nation's Gth market, 
WBZ-TV reaches 71^ of all homes in 
the Boston area . . . commands $4 billion 
in retail buying income. No station any- 
where does more for a sponsor's message 
than this one — the nation's most hon- 
ored station. 



(TvAR) gives you more 

when you go to market 



. . . more from Baltimore 




through WJZ-TV! 



Top-rated for 1G out of 19 months begin- 
ning November o7 (3 months after WBC 
took it over), WJZ-TV hasn't lost its 
hold on Baltimoreans ! A formidable trio 
of local personalities — Buddy Deane, 
Jack Wells, Keith McBee - help keep 
Baltimore a WJZ-TV town! 



ITvAR) gives you more 

when you go to market 



This is TVAR 

v 

Television Advertising* Representatives, Inc. 
the exciting new TV rep firm! 



more from Pittsburgh 




through KDKA-TV! 



Pittsburgh's first station, operating in a 
8-station market ... KDKA-TV con- 
tinues to dominate the nation's 8th 
market with more than a 44 share-of- 
audience, Morning, afternoon and night 
it's Pittsburgh's showcase for the finest 
feature films. 



VARJ gives you more 

when you go to market 



. more from Cleveland 




through KYW-TV! 



...the big leader in the nation's 7th TV 
market. KYW-TV has a 38 ft share of 
all northern Ohio viewers . . . more than 
$2 1 o billion in buying power. Stand-out 
showmanship, marketing-minded man- 
agement and constant, vigorous promo- 
tion keep KYW-TV the strongest selling 
advertising medium in this rich area. 



TvAR) gives you more 

when you go to market 



This is llvAR 



Television Advertising Representatives, Inc. 
the exciting new TV rep firm! 



more from San Francisco 



through KPIX ! 




Pioneer in the Bar Area, KPIX pro- 
grams 22 hours of local live talent shows 
- more than all other SF stations com- 
bined! Unequaled local news coverage 
and great film library. the kind of 
public service attitude that keeps 
1 ,2:18,000 viewers glued to a (sponsored) 
90-niinute heart operation . . . make 
KPIX an essential TV marketing buy 
in San Francisco. 



TVAR gives you more 
when you go to market 

You get the most modern, most complete rep service ever offered for the 
major TV stations in five of the nation's most important markets ! 

Call Larry Israel, Jack Mohler, Bob Hoffman (XYC) or any other TvAR 
Spot Specialist. You'll find they're the best informed men in the business — 
a big plus for your spot TV planning . . . the way to get more when you go 
to market. 

NEW YORK CHICAGO DETROIT LOS ANGELES FRANCISCO 

666 Fifth Avenue 400 N. Michigan Ave. Penobscot Building 1717 Highland Ave. 2655 Van Ness Ave. 
New York 19, N.Y. Chicago 11, III. Detroit 26, Mich. Hollywood 28, Calif. , San Francisco 9 Calif j 

JUdson 2-3456 | WHitehall 4-4567 WOodward 5-6450 Hollywood 6-1 144 PRospect 6 9494 j 

^ s v_ J - - , J ^- y 

v™*) Television Advertising Representatives, Inc. 

representing WBZ-TV Boston . . . WJZ-TV Baltimore . . . KDKA-TV Pittsburgh 
KYW-TV Cleveland . . . KPIX San Francisco 
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People; who like a good night's 
sleep fly KLM to Europe >-i— 




II )<hi like (omfon as niiuh as speed ... if midnight fuel stops gel on \out nerves ... if nm-m..™. 
you applet idle the \ < 1 y best in airline set vice . . . K I ,M is your c up ol tea. Non-slop DG-7C §C L Wni J 



at i oss (he \llaniie twite dail). Fly KLM to Kuropc . . . and beyond! See yoin travel '°"LV t l <m M> * 

agent 01 KLM oliu e. KI M Rosal l)ut<h Airlines, LH) Park Avenue, New York 17, N\ V. Jt ^ ^ 



Capsule case histories oj successful 
local and regional television campaigns 



TV 



APPLIANCES 

>PO\M)R; DornV MoiiM-uf Miracle U.hM \ Uui le* \, <ha\i\ 
Capsule case history: Horn's llouw of Miracle^, a Los 
Migeks chain of 12 discount stores celling appliances, tv 
sets, air conditioners, dr.. ventured into t\ in Julv. l'Joi'. 
with a weekh budget of $2,000. Freviouslv it had used 
newspapers mosth. Jack Perkins, tin* agenov's a.e.. re- 
ported thnl most of the announcements were placed on 
kHJ-TVs Oscar Levant Show. Other schedules were u>ed 
oulv for special promotions, The client found that feniine 
announcer. Beverlv Brown. was more effective than male 
counterpart in selling appliance*. In the first 00 da\s the 
gros> volume of business increased $100,000 per month. 
Profits from t\ advertising enabled Horn's to open four 
T new >tore>. Cost of advertising while using primarilv 
newspapers in the pre-Jul\. period averaged }>' \ of 

the gross volume. Horn's has since realized a W< in- 
crease in total volume with a \ r i reduction in ad cost. 
KIIJ-T\, I 



FARM MACHINERY 

SPONSOR: J. t. <W Co. : Direei 

, Capsule case history: Due to lagging >ales in the Des 
Moines area. J. I. Case Co. of Racine. Wis., manufac 
turers of farm maehiner). <leci<led to holster their sales 
| efforts with television. With the aid of their district sales 
I manager in Des Moines. Richard Specs. Case purchase<l 
a liinite<l numher of spot announcements in Januarv. 
PAit? on \V()1-T\. The expenditure was equall) divided 
hetween the Case Co. and district dealers. Case's cam- 
paign has heen so successful that thev reeentlv renewed 
with W01-TV; this lime with a 32<week firm contract foi 
ro-sponsorsdnp of Whirl) birds. Tuexlav nights from 9:30 
to 10 p. m . Cost to Case and dealers on television for 1930 
was approximate!) S 13.000. "Sales have increased about 
100', since v\e hegan advertising on \\ ()LT\ -aid 
>pees. "For this reason we can jtistifv such an expendi- 
ture. Television lias reallv sold me especiallv \V()1-T\ . 
We plan to continue on \V01-T\ for a long time to come, 
WOI-TN, t)iv Moini^ 



Announcement* X Program- 
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SEED CORN 

SPONSOR: LouUiaim Seed (,u., In.. \U \< ^ : Dnni 

Capsule case history: filing corn to fanners i<* not a- 
easv as some stories tell, hut Louisiana Seed Co.. Inc. of 
Me.xnndria. La., producers of Funk"- C llvbrid Seed 
Corn, has had direct lesulu with their television adveitU- 
ing on K\()H«T\. Monroe. La. " \s von know it U diili- 
cult to pin down exaetlv what medium is producing the 
best sales results." stated loll Franklin, the eoinpanv 
Louisiana mgr. "Hut this vear we have had result* which 
I helieve are direetlv attrihutahle to KNOlv'l V." For the 
past two veais. in the farming district around Jone^ville. 

La.. Louisiana had been selling mostlv C-7-I0 -ced. 
However, to introduce a new hvbrid for that area. (1-730. 
it advertised exclusive!) on K\()I>T\, u^ing 10-^econd 
spots both live and film. \s a result Louisiana Seed 
has had one of its biggest sales )ears. and additional 
schedules hav e been placed exclusive!) on this station. 

KNOK-TV. M (none \ on* uneritirni- 



BAKERY 

SPONSOR: MalliU Baking Co. \(;E.\Ci: Phil KorreM \«h. 
Capsule case history: Malhis Baking Co.. Mobile. Ma., 
bakers of Malhis bread, had u>ed vers little television 
prior to its W ALA-TV campaign. Hut Malhis" J. Trout- 
man decided to sponsor Ziv's Rescue H on \\ \L \-T\' l<i 
give tv an all-out lest. The program ran on Thursdav 
nights from 7 to 7:30 pan. with live announcements. The 
contract called for 52-week sponsorship, firm. CoM to 
Malhis: approximate!) $20,000. Announcements promot- 
ed Malhis' new brand wrapper called "Big Top Bread" 
winch featured a clown on the label. Sales, which had 
been unspectacular prior to the program, sk v rocketed in 
the Mobile area almost immediate!), and the companvV 
distribution areas were widelv increased as a result. Har- 
old McGliee. general manager of MalbU Baking, said. 
"'Ibis is the greatest medium of all. and 1 am a 100'/ 
convert to sight, sound and motion in selling a product." 
1 lie eompanv ha-* now sponsored an additional program. 

WAI.A-TV. Mobile. \la. Pn.-ram. 
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International 
Transmissions 



mi 



The World-wide 
Vou ch! News Service 
with expanded 
facilities 

NEW Headquarters at 

2 W. 16th St.. N. Y. C. 

NEW IVIephone 

COIumbus 5-2400 



FM 

I Cant (I from jnige 36) 

respondents showed fa mi K heads to 
he professional persons or in mntin- 
gerial .-lot*, that 6 ( °>..V, listen to am 
radio less than one hour a weekday 
and that 57. 1 - f < view t\ than one 
hour <laih . Monda\ s through Fri- 
days. One thing that turns" np con- 
sistent!) in fin r\> and which is 
indieathe of t lie impact of the me- 
dium is that the majority of fin sets 
in homes are in the li\ ing room. 

Win do its fans prefer fm? \ 
Southern California stud\ b\ San 
Diego's KITT uncovered these ica- 
sons: "Like the music o I f « : like the 
limited, soft-sell commercials 31'/ ; 
prefer fin sound to am \ V i ; con- 
sider it better programing l.VZ. 

One of the factors now starting to 
influence fm is the car radio. In 
Chicago. Bareraft Inc.. a distributor 
for fm auto radios, reports a stead\ 
rise in demand for fm auto sets de- 
spite the fact the\ cost about §40 
more. About 5,000 cars in Chicago 
area are estimated to be fin-equipped. 
From Houston. KI1CM reports a lo- 
cal radio shop doing a brisk business 
installing fin sets in new cars, storing 
the removed am radios until tin* car- 
owner decides to trade in and then 
re-switching sets. In Burlington. 
V C. more than 100 fm reeebers 
have been installed in antos in tin* 
past few months. Most fin sets for 
autos are imported from Cermam : 
especial 1\ Blaupunkt with hi-fi fm 
and are adxertised as "The car radio 
for music lovers." 

As evidence of public enthusiasm 
for fm mounts, broadcasters are be- 
ginning to do something about taking 
the facts to ad\ertisers. In bos \n- 
geles. the Km Broadcasters Assoc. of 
Southern California has launched an 
all-out dri\e to bring the whole fm 
story to agencies in that area. So far. 
the\ ha\e covered more* l ban 20 
agencies, exposed an estimated 1.50 
admen to their first briefing on fin. 
The presentations are luncheon meet- 
ings and include a stereo-taped pitch 
along with a li\e one. 

On the Hast Coast. \\ alker-lva\\a!t 
Co. has just announced the Qua lit \ 
Music Stations and arc read) ing re- 
Sea i eh and presentations for New 
York agencies ami clients. Qualit \ 
Music Stations w ill be sold as a group 
or individual!), now number \ l ) sta- 
tions in as nian\ top markets, is c\- 



FM METRO MARKETS 



MARKET 


r tri 1 1 KA 1 Wvi 


tk/t 
r W\ 




0- 
0 


HOMES 


New York 


57.1 


2.48 t.56t 


Loj Angeles 


48.7 


1,832,246 


Chicago 


41.9 


791,491 


Philadelphia 


36.3 


435,600 


San Francisco 


47.3 


4l6,5i5 


Boston 


49.9 


334,779 


Washi igton 


41 


232,437 


Pittsburgh 


27.6 


178,103 


C'eveland 


34.1 


171,420 


Portland 


46.1 


128.803 


Buffalo 


33.4 


1 1 7,447 


San Diego 


36.4 


1 16,578 


Houston 


29.8 


106,421 


Cincinatti 


26.9 


91,774 


Kansas City 


29.6 


91,1 14 


Miami 


31.7 


87,330 


Providence 


35.1 


85,422 


Milwaukee 


22.1 


76,432 


Minneapolis 


16.9 


74,833 


Rochester 


33.t 


66,789 


Denver 


37.4 


62,43 1 


New Orleans 


24. 1 


bV,o Jo 


Albany 


33.1 


57,246 


Dallas 


20.7 


55,186 


San Antonio 


17.1 


28,134 


seintr KITT. 


S\«l [>ii'K<>. Puls» 


suns 



peeted to soon embrace the entire 25 
top markets. Other reps and associa- 
tions of stations are out spreading 
fin gospel; Fm I nlinnted. which be- 
gan in Chicago, is one of these na- 
tional sales groups promoting fin sta- 
tions and high-level programing ev 
clusbeb. There are others represent- 
ing fm e\clusivel\ . there probabh 
will be more for this was subject of 
considerable discussion at the last 
\ \1> Com cut ion. 

The one fact that is elearh coming 
out of all fm missionarx work is thai 
it is a strong medium in major mar- 
kets where advertisers ha\e a chance 
at a large slice of a high-level audi- 
ence one the\ can't duplicate witli 
am. 

For some idea of how widespread 
is fm inlerest of late. Canada also ha> 
come under its spell. Just the other 
da\ the radio director of a large 
Toronto station came to .New York to 
stud\ the C S. fm situation first- 
hand. And in Toronto, according to 
the Toronto Daily Star, more than 
100 ta\i drbers are luring customers- 
with fin car radios. The\ report bet- 
ter business, bigger tips, and an in- 
cieasing number of customers who 
look for the cabs with the "music 
simT" on the roof. ^ 
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the medium with a 
powerful influcna with 
p(opl( worth influencing! 



radio -a potent force in the rich 
Southern California Market 

The fastest growing entertainment medium today, FM Radio fulfills the increasing public demand for 
high fidelity music reproduction — programmed, with limited commercial content, to please the tastes 
of discerning men and women. Pulse says 48.7% of the homes in the Los Angeles Metropolitan 
Area have FM sets. This represents 1,006,000 FM homes. A very substantial percentage of people 
who prefer good music cannot be reached as effectively by an advertising message in any other broad- 
casting medium. The FM audience is comprised of mature men and women. They're intelligent, 
well-informed, highly educated individuals whose income is higher than average. In short, FM reaches 
a quality audience. Alert advertisers who arc using FM are getting results. Every agency and 
advertiser owes it to himself to investigate, consider and evaluate FM. 




*Th« ad\«?rtisenvnr PC d bv member' of tne FM Bm H -titers A*t<vi;i* <M S^i'hrm Ca»»W»M, ? r '\7 T#mpM St' V, Lr* Ar^ c% . f , p sl - 
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Here's how to reach 'em... down on the farm! 



Gross farm income for 19S8 exceeded 38 
Billion dollars. IVxvr . . . and "et tin" In£- 
ger. A great market ... a vital market 
for all products of Vmerican industry. 
Ifow to reach this a blc-t o-spend, 
anxious - to- h n v market ? Keys to ne 
Broadcasting System's J 067 affiliated, 
locally programmed radio st at ions 



reach 86^ or 4,113,753 farms at the 
local /ere// 

821 of Keystone's afliliates broadcast 
farm programs daily directed to the 
local farmer. 

W e'll he happy to send \ on our up to 
date Farm Market Vnalysis. Write ns 
todav! 



Send (or our new station list 



CHICAGO 

111 W Washington 
STate 2 8 f J00 



NEW YORK 

527 Madron Ave 
fLdoudo 5-3720 



tOS ANGEtES SAN FRANCISCO 

3142 Wikhire Btvd. b? Post St. 
DUnkirk 3-2910 SUtter 1-7410 



<i minute rr a full hour - M's 



• TAKE YOUR CHOICE A handful of Ution*. or the netw rk 
up to you, your needs 

• MORE FOR YOUR DOLLAR pre mum c- 1 t-f indi vHu.ili/ed prapf Wming Network 
coverage for te^ lh<in some "spot cjih 

• ONE ORDER DOES THE JOB All bo*, k keeping a>td detn I are d ne by Key tone, yet the best 
time and place are ctnsen for you. 




eystone 



BROADCASTING SYSTEM, me. 



sro\>oi; • V.\ ii n T" l°.V) 



IF hat's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



13 JUNE 1959 

C*»yrl|ht IMi 
SPONSOR 
PUBLICATIONS INO. 



Ail important FCC official (below co in miss inner level) this week told WASHING- 
TON WEEK that the growing defiance of the NAB «leeeney code by tv stations conhl 
boomerang seriously on these stations. 

Noted the official: The FCC has said it wishes no censorship powers and has pointed to 
successful regulations by the industry itself. 

However, argued this official, resignation from the code and defiance of the Preparation H 
taboo in recent months have greatly weakened the FCC's attitude and may lead to strong 
pressure for some form of government control. 



A second front has opened up in the negotiations for trading tv space between 
the FCC and the Office of Defense Mobilization — a trade which would give the in- 
dustry 25-50 continuous channels starting with present channel 2 or 7. 

The second front concerns the power of the President to demand any switch in spectrum 
space that he elects on which, as it turned out at a House Commerce Committee hearing, there 
was sharp disagreement between FCC chairman John C. Doerfer and OCDM chief Leo Hoegh. 

Doerfer contended that as he read the Communication Act, the President by ukase could 
compel the FCC to surrender all spectrum space now devoted to tv, radio and everything else. 

Hoegh retorted that wasn't so, and Doerfer quoted a section of the law giving the Presi- 
dent power to assign frequency for government uses. 

What precipitated much of the argument was a reminder by Rep. Moss (D., Calif.) that 
the OCDM had asked for space devoted to private aviation services without justification of the 
need and the FCC forked it over. Hoegh called for a complete study of spectrum uses 
before anything else is done, 

Doerfer agreed with other testimony to the effect that the first need is for an organiza- 
tion with power to do something, that any study should be conducted by such a group. He 
didn't like the present "divided responsibility'* under which the FCC administers the non- 
government portion of the spectrum while an inter-agency committee deals with government 
uses. 

Victor E. Cooley, chairman of a special committee set up by OCDM for an al- 
ready completed study, contended that further study is useless. 

He said there should be a government group corresponding to the FCC to straighten out 
inefficient government use of the spectrum. The Electronic Industries Association 
agreed. So did NAB. So did Dr. W. L. Everitt, who helped with a 1951 spectrum study put 
in motion by then-President Truman. 

It was a bad time for OCDM and the military, which pressed for a study by a commit- 
tee to be named by the President. 

Many chips are on the line in this proceeding, since demands on the spectrum are heavy 
and all services would welcome allocations now given over to other services. In broadcasting, 
tv and fm allocations are the ones in danger. 

However, if the negotiation between the FCC and the military for exchange of spectrum 
space should result in more vhf tv channels, it is felt that much of the steam will leave the 
House Commerce Committee probe of spectrum uses. 
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Marketing tools, trends, news> 
in syndication and commercials 



FILM-SCOPE 



13 JUNE t959 
C«pyrl|ht IWf 
SPONSOR 
PUBLICATIONS INC. 



Yon can expert a record migration to syndication of shows that have just end- 
ed their sponsored run on the networks. 

The parade has already begun for the 1958-59 network graduate class. 
Two ofl-network shows that were this week turned over to their respective syndication 
arms: 

1) Traekdown, w T ith 71 half-hours in the ran and produced by Four Star, to CBS 
Films. 

2) The Calif omians, with 66 episodes and produced by Lou Edelrnan, to NBC's Vic- 
tory Program sales division. 



Syndication's new minor leagues have become the local stations that make 
fellows on tv tape for swap or sale. 

Station groups sueb as the CBS o&o's. and the Westinghouse and Metropolitan out- 
lets, are taking the lead in producing several shows regularly on video tape for inside use ini- 
tially and then (except CBS) for outside sale. 

Local independents are also vigorously mo\ing into similar swap-or-sell operations with 
tape, such as: KING-TV, Seattle; KGW-TV, Portland: \VOR-T\ and WPIX, both in New 
York: WAGA-TV, Atlanta; WEAR-TV, Pensacola: WFLA-TV. Tampa: KHJ-TV. Los An- 
geles, plus man) others. 

(For details on stations and syndicators and their tape operations, see p. 44. this issue.) 



The importance of international sales as a growing aspect of the tv film busi- 
ness is typified by facts revealed this past week by three companies. 

They are as follows: 

• Warner Brothers, new to foreign language bales, has found Latin American producers 
to dub pilot films at no cost to Warner's simph on the prospect of gelling the dubbing order 
if a sab* is made. 

• Screen Gems* Latin American business wa> 50' < up this past year over the previous 
period, with "00 half-hours slated to be ready in Spanish for fall. 

• Ziv is now dubbing or retitling in 9 language* for 37 countries: languages include Chi- 
nese for Hong Kong. O es. the tilles are vertical.) 



There's an increase in late night viewing on Pacific stations during the sum- 
mer that's counter to the general trend. 

\ \ielseii studv made la>t year suggests thai some unusual summer cost efficiencies are 
possible in feature films and other late programs in Western stales. 
Here*.* what Nielsen reported on Pacific home* using tv: 
SKASOX O-]0 P.M. 10-1 1 P.M. 11-12 P.M. 12-1 A.M. 1-2 A.M. 

Winter d3.4 20.6 1.9 

Summer Mi! ,">2. 1 12.2 21.7 10.7 2.0 

<"< Change -20 - 3 J 20 4-32 +5 

lh-eause of ibis late night rise, Pacific \icuing fell oil (from peak viewing) only 24% 
last Milliliter on a total bonis basis, while the national average fall-off was 30 r ? . 
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FILM-SCOPE continued 



Screen Gems hist week took another lateral expansion step involving stations 
activity with the creation of a full scale barter unit. 

Charles Weigert and Sidney Barbet left Regal Advertising to barter film f<jr Screen Ceins 
under the name of Telescreen Advertising. 

No immediate repercussions are seen for the moment from other major syndicators: 
Most of those involved in bartering have no expansion plans and those who don't barter 
won't start the practice now. 

It's reported that film-oriented directors are running into some time and cost 
snags on tape remote assignments for syndication. 

On one joh the director used only one of the two tv eamera> in the mobile tape unit and 
then struck set and moved after each shot, much the way film location work is done, thereby 
junking tape's economy feature. 

Several syndication sales staffs Mere expanded and realigned last Meek in antici- 
pation of intensified fall selling. 

Among the tv film appointments were Jack Gregory as western sales manager of UA-TV. 
Stan Smith as western manager of ABC Films, and Elliott A brains as general sale* manager of 
Sterling. 

One of syndication's most effective promotion and exploitation formulas has 
been to get the cooperation of a branch of the l T . S. armed forces. 

Ziv's Sea Hunt will get Coast Guard story material, equipment and locations in exchange 
for the use of Ziv-owned slops as well as publicity benefits. 



COMMERCIALS 

CBS is getting orders for tape commercials using special production effects 
that make the new technique comparable in many ways with film. 

Three tape devices being used by CBS in commercials are \ ideoseene, Zoom Keyer and 
Superwipe; clients who have ordered production include >oaps, automobiles and cigarettes, 
with the actual commercials to be unveiled in coining weeks. 

Note that there's much crossing of network lines in tape commercials, since quite a few 
tape spots made by one network have ended up scheduled on the client's show on another web. 

Tape is providing the solution to some long-standing difficulties that formerly 
kept department stores out of tv. 

Retailers long ago wanted to use in-store remotes as commercials, but the one-time cost 
was prohibitive. 

KTTV's Dick Moore reports Sears Roebuck and others have come onto the station using 
remotes on tape— where production costs for commercials can be amortized \tidel\ 
with repeats over a period of time. 

New York appeared to have won another round oVor Hollywood as the leading 
commercials center with MGM-TV's decision to shift its sales headquarters in that 
area to the east. 

Bill Gibbs, industrial and commercials head of MGM. i> involved in the move, which en- 
tails sales and service activities but no changes from Culver City as a production base. 
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Wat eh for a personalities explosion within a toiletries company. 
The newly appointed tv director has been throning his weight around, bruising the 
feelings of one department head after another. 



A leading agency is on an odd quest: It wants a personality in the advertising 
field who by his presence in the organization would create a "human image." 

It offered §75,000 pins a stock deal to a well-publicized figure in the business but 
got a polite turndown. 



A new twist to picking a president: Acting for one of the giant sellers, a management 
firm is making the rounds of agencies asking which name on a list they deem the 
bes*t choice for the presidential niche. 

The panel consists of four names. The appointment itself is expected to be made in 
August. 



An agency can get so big that a regional oflice isn't fully aware of the course the 
home office is steering. 

An example that came up this week: 

A regional branch of an agency noted for its tv specials asked a network to 
.send it whatever data it bad on the success of specials. 



Puzzling Madison Avenue media directors is the wholesale job searching going 
on among the media people in a major agency— whose media director himself is ranked 
as one of the best in the business. 

The media department head in another agency, who has a couple of supervisory spots 
open, was solicited by as many as six men from the aforesaid major agency. 



Knniors about prospective buyers of NHC just won't die down. 

The latest: Y&U*s l*ete Leva t lies has Spyros Skonras. 20th Century-Fox boss, 
and VrUtotle Onassis. shipping magnate, as interested angels. 

Trade knowledgeable? contend that KCA will never spin off NBC,. Among the reasons 
is llii^ emotional one: 

ll would no longer be included among the $1 -billion corporations. 



Tv advertisers may not know it, but they are occasionally paying the bill for a 
proceeding job when they have commercials made. 

Some agencies ba\e gol into the practice of asking producers to defer the added cost 
when revised .-pots are neressan, assuring them the difference will be made up on a 
future assignment. 

llcncr producers could be carrying hundreds of thousands of dollars in antici- 
patory charges on their books. 
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B/// Scmfoni, Cunningham and Walsh Broadcast Buyer for Texaco, says . . . 

"Real Coverage of the Central South 
starts with Station WSM" 

On the dny you rend this, n sizeable shnre of the 
WSMpires millions of automobiles will pull into filling 
stntions to buy 3,640,650 gallons of gasoline. And 
Texaco stations will pump a healthy percentage 
of these 3,640,650 gallons. 

This doesn't happen by accident. Bill Santoni (shown 
above with Blair's Tucker Scott) and his agency planned 
it that way. Fully aware of the importance of the 
WSMpire as a market and WSM as a medium, 
Cunningham and Walsh has consistently kept the power 
and persuasion of WSM Rndio as an integral part of the 
Texaco sales team in the Central South. 

Do you have the station that is the key to America's 
13th largest Radio Market on your sales team? If not, 
better call Bob Cooper or any Blair Man . . . Now! 
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WSM 

Radio 

Key to America's 
13th Radio Market 

50.000 Watts • Clear Channel 
Blair Represented 
Sob Cooper. Gen. Mgr 
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WRAP-UP 

NEWS & IDEAS 
PICTURES 



THEY CAME, THEY TRIED, but only one key fitted lock of '59 Chevrolet although over 
18.000 keys were tried by 25,000 people when WAPI, Birmingham, ran a promotion to announce 
their increase In power to 50,000 watts. On hand to greet the crowds were WAPI personalities 




PRESS-ING MATTERS took a backseat as the Washington Press Photographers and WTOP, 
Washington, crowned Patricia Marie Wilbum (I) "Miss Washington Press Photographer." 
Presenting the customary loving cup is Eddie Gallaher, WTOP personality, after the banquet 




International Latex (.or p. has 
shifted its Plavtex girdles ac- 
count, hilling St million, lo Ted 
Hales & Co. 

The account wa- at Reach. McClin- 
ton & Co.. which continues to handle 
Plavtex brassiere*, baby pants. I)r\- 
pcrs and 1 lousehold glo\ es and a 
**M>on-to-be-annoimced" new Pla) tex 
product. 

Hates' >chedules in spot t\ for 
Latex will not im oh e the client's 
barter emj)ire. 

J. W alter Thompson, Chicago, 
has several accounts still on the 
fence about fall. 

For instance: 

• Se\en-lp i* still looking around 
for a *how to be»in in January. 

• Schlitz ill hasn't decided what 
to do about its s) udieated shows — 
whether to continue them ur not. 

• Vnd the statu> of Libby for the 
fall is still uncertain. 




SILVER $$$ were awarded to TvAR execu- 
tives by Chuck Pickering, WBZ-TV, Boston, 
for correct answers to questions about sta- 
tion's programs, during tour of WBC stations 




TAKE A BATH CLUB of WRCV, Philadel- 
phia's d.j.'s Joe Grady (I) and Ed Hurst gave 
bars of soap to listeners who bathed during 
city's "Clean up — Fix up — Paint up" month 
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A«;eiie\ appointments : Chi \ slerV 
new ^landartl-srzed ear. Dnrt* billing 
approximately 8f> million. It * (Irani 
A<l\erJisin*;. w hieh also handles 
Chr\sler"s Dotlgc . . . I5e>t Food/ 
iVieoa margarine, billing £l.o mil- 
lion, from Gnihl. l>a>eom ^ Hon fitrl i 
to Dan cer-Fi t /.<*v ral<l-S a in |>1 e. 
which lost the account two \ears ajio. 
CI&H continue* to handle l!e*[ Foods" 
Ski|>|>\ peanut hnller . . . Clnse- 
brough-l'ondV. Inc.. PondV \n»cl 
Touch and Pom IV lipsticks, from 
JWT, to i\onn:in, (a*ai«: X Kum- 
niel. Thompson, in addition to 
being assigned five new product:*, 
continues to handle PoiidV Cold 
Cream, l)r\ Skin Creanu Moi>lurc 
Base. Angel Face* and Malehabelli 
fragrances Pol) derm creams and 
Abano hath products. 

Other agency a p p o i n t in v n t s : 

Mead Johnson & Co.. Pahlum prod- 
ucts di\ ision, to Kenyon \' Kck- 
liardt . . . The \e\\ York Central 
Railroad, billinu $250,000. from JWT 



- 



to Hubert Conalui) , Inc. . . . 
Global \ an Line-. Lo^ \irgeles. to 
Tihl?i X Cant/. Lo> Angelo . . . 
llillmanV*. Inc. Chicago Mipcrniarkct 
chain, to Herbert Baker \d\er- 
tising. ( hicago . . . Durham Life 
Insurance Co.. Ualeigh. to Bennett- 
\<l\ertising. Ualeigh . . . Coneer- 
lapes. Inc.. Wilmelle. 111., to Stern. 
Walters & Si in iihmh. Inc., Chi- 
cago . . . Joe ^ Paid retail clothier-, 
to Golden \d\ ert ising* New York 
. . . Otto Bernz Co.. outdoor cooking 
and lighting equipment, to Mar- 
sebalk X' Pratt di\ ision of M< O.ann- 
Krickson. 



r riiisa *ir data: 31 chimin X 1'Vw- 
Miiitlu Cle\ eland, winner of both the 
best t\ and radio spot announce- 
ments awards in the \d\ ei tiding 
Achie\ ement Awards content >pon- 
>ored b\ the Fifth District of the 
A FA . . . Ueaeh. McClinlon ha> set 
up a nationwide research network 
with headquarter* in .New York and 
six permanent branch offices in key 



cities. PnrpoM* : to cc unhid rehear* li 
project- "in the > peed rot and nio-t 
economical manner po->ible." 

Tln»\ \M*ro elected oilicer> at the 
first animal meeting of the Inter- 
national media Bn\ er* Associa- 
tion : 

President. Frank Bei naidnecL Na- 
tional Lxport Ad\<*rli>ing Sen ice. 
Inc.; \.p., Patrick Petrirm. Hubert 
Otto; M'( retar\. karin lliorl. roieign 
\d\<M lining & Ser\ ice Bureau, and 
treasurer. \nnette doling. Fuller \ 
Smith v\ Ho>s. 

Gardner promotions: deorge Oib- 
pon. a \.p.. to the exeeiiti\e commit- 
tee: Maurice I mans, to \.p.; J. Kn^- 
>ell Dopke. to cop\ writer. 

They were named wp.'s: ( baric?* 
Barry, president of XT \ Tv \et- 
w ork. joins ^ Mi a< a \ .p. in the 
radio-t\ department . . . Herbert 
Stiefel. to executhe \ p. and chair- 
man of the execiilix e co nun it lee of 



TEENS TALK on WRC-TV, Washington, pro- 
moted safe-driving techniques recently via 
show's teen-age panel. Shown discussing 
the program are panelists (I to r) Patsy 
Henderson, Angela Howard and James Kau! 



IN THE SWIM with WNTA, Newark, might 
have been slogan of Pat Boranello when she 
won a swimming poo! as part of promotion 
stunt. Malcolm Klein, v. p. (I) and Paul Bren- 
ner present her with summer poo! playmate 



GUERRILLOS PARADE for WTVT, Tampa, 
news cameraman Earl Wells as he "captures" 
films of Cuba's new guerrilla army and re- 
cords comments of Cubans about revolution 
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Always shoot it on EASTMAN FILM . . . You'll be glad you did ! 



under control! 



With film, you con edit to your heort's 
content— remove "fluffs," highlight 
the loughs. No end to the tricks in 
this trode, only possible with film. 

You're in the driver's seot at all times 
... in control, too, of time and stotion, 
whatever morkets you seek. 

As a matter of foct, film does three 
things for you ... 3 big importont 
things: 

1. Gives yau the high-polish, rozor- 
sharp commercials you've come to 
expect . . . fluff-free . . . sure. 

2. Gives you coverage with full pre- 
test opportunities. 

3. Retains residuol volues. 

For more informotion write: 
I Motion Picture Film Deportment 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 



fosf Coosf Division 
342 Modison Avenue 
New York 17, N.Y. 

Midwest Division 
130 Eost Rondolph Drive 
Chicogo 1 , III. 

West Coosf Division 
6706 Sonto Monico Blvd. 
Hollywood 38, Colif. 

or 

W. J. German, Inc. 

Agents for the sole ond distribution of 
Eostmon Professionol Motion Picture Films 
Fort Lee, N.J.; Chicogo, III.; 
Hollywood, Colif. 



L. II. Ilarlnum Co.. New x oik . . . 
Allen Centor, former p.r. head at 
Motorola, to \ .]>. in charge of public 
relations a I I ,co Dnrnett . . . Keg 
Twiggs, lo \.p. and general manager 
of the bos \ugeles oilier of Cunning- 
1 1 si in \ Walsh . . . iNril Onimu \.p. 
in tlic crealne department of Ce\cr. 
\lore\. Madden & Ilallard . . . 
Walter Stuiupe. \.p. at Needham. 
Louis & llrorb) . . . Mvroti Kirk, to 
senior \ .p. and account supcnisoi at 
Lcnnen ^ Newell. 

( )t her person lie I uio \ es : CheMer 
(hooper, to tin* radio-t\ deparlmcnl 
of Ora\ ^ Uoger>. Philadelphia . . . 
\ iola Cam phelL lo agenc\ supcr- 
\ isor for Cole Associates. Toledo . . . 
Arnold Fujita. to arl director. John- 
son ^ Lew is. San Francisco . . . 
HI Hot Wager, to assistant account 
e\eeuti\e at Calcn F. Dro\ lo Co.. 
Demer . . . W olf Magnus, lo senior 
merchandis'ing analyst at Talham- 
Laird . . . Klliott Johnson, former 
head of \l\l>. Chicago. to H. lack 
Scott \gene\. Chicago . . . Loy Lee. 
lo account exeeuthe at Leo Dnrnett. 



ADVERTISERS 



Phillies Cigars, with it.- sight sot 
on 1 960, inked its biggest Iv 
sports campaign ever via NBC 
TV last week. 
Here's the bu\ : 

• One-quarter <>f H> NC\\ foot- 
hall games: 

• One-half of 2V> NDA basketball 
games: 

• Fu II sponsorship of the Sugar 
and Senior liowl football games: 

• Fnll sponsorship of Jackpot 
Bow ling- Ilia leah Racing show > in 
Jannar\ and February : 

• Full sponsorship of National In- 
\italion Basketball Tournament: 

• One-half of ."SO Major League 
basketball games in ]*)()() and 

• Continuation of Phillies Jackpot 
Bottling e\cr\ Friday. 

Total: More than L">() sporting 
events. \gcne\ : Weiman \ Schorr. 
Philadelphia. 

Campaigns: 

• Mars. Inc.. out of Knox I\ee\es. 
Minneapolis, is sel b>r its hea\ iot 
ad\ei rising campaign this fall. The 
cand\ bar eompan\ will co-sponsor 
two \DC TV shous beginning in 



September and running through Jub. 
I%0. The vhows; JJ alt Disney I'n- 
scuts and Hi alien Irran. 

• Vrtfield Creation*. Inc. i- fea- 
turing i t > Sip *N Drink Cup on a fne- 
da\-a-week ha«*is on two \\ N L\\ -I V 
New York jd low s // and era ma ami 
the Sandy Ha leer Shan throughout 
June. I lie cup i> abo sehcdnled to 
appear on the (jar/tedl fVoo.se Shan . 
\ ia \\ 0N-T\ . Chicago. \gen<\ : 
Smith-Greenland ( 'o.. New ^ ork. 

• Maxwell House CoflVe. out of 
Ogilw. lieiiMin & Mather, \* introdm - 
ing its new "Western blend" in the 
Deiner and Seattle market^. I he 
hea\ \ introdm tors promotion in- 
cludes sal mat ion >pot l\ bin on 
three of tin 1 four t\ stations in Demer 
and all tv stations in Seattle. 'I he 
campaign will be supported In print. 

• Dale Dance Studio.-, has upped 
its regular radio sched u le w it li new 
-pots on WINS and \V\BC. New 
York: \\Tb!L Dallimore: WCIL. 
Chicago; WOKL. boston and \\ IN/. 
Miami. Agency : \\ illiam Warren, 
Jackson \ Delane\ . 

Thisa 4 u' data: Union has an 
agreement with Parfuins Kevillon to 
distribute Kevillon perfumes in 
North America . . . To celebrate its 
23th anni\er>ary. Lestoil held "Open 
House" last week. Added touch: The 
company received 2r> free spot- from 
each of three Katz \gcne\ l\ station**. 

Strictly personnel: John Trux. 
aj>pointed sales promotion managci 
of Dell X Uowell . . . Uns> Suther- 
land, to tin' Mid wot Sales Dh ision 
of Wilding. Inc. a* account executive 
. . . Kudos; the Blair award for nut* 
standing radio commercials to Clark 
Oil X Defining Co. for it> "Fi/be< 
and The Chief" series. 



FILM 



Organizational mo\es of 1 1 »<* past 
week spelled new directions for 
companies* in the peograiuiug and 
commercials fields. 

Three of the^e >t«*p^ were; 

• I nited Die>^ International will 
go into tape ^\ ndicalion packaging, 
starting with tin' Notre Dame 
football games. 

• (mild F ilms expanded b\ in*t\ - 
ing lo larger quarters at <>o.> Madison 
\\ enue. 



• 'flu* Film Producer's \ssoeialion 
of New ^ orkV lv tape facilities com- 
mittee under \\ illiam \ an Pragg ap- 
pointed William I ngrr and Jlarrv 
Sonibor lo im estigatr broadcast re- 
quirements for tapr. 

<&> 

Sal<\s : Polls- \\ oodbun con firmed 
that D\ Sim ra\ would resume i*N 
sponsorship of ITC" \ en ) ork Con- 
fidential in Itl uniikels a ftoi a sum- 
mer hiatus . . . \BC Films reports 
26 Men sold to WLW \-TV. \tlanta: 
klKM-TV. Eureka; \\ CTV. Tallahas- 
hv: \\ SY \ -\ V. I larrisonbnrg : 



W\IB1)-TV. Peoria; WOC-TV, Dav- 
enport; \\ DAM-TV. I lattiesburg; 
kDAL-TV. Duluth: kOkT-TV. Great 
Bend: K II \S-TV, Hastings: 
\\ A EM -TV. Ha> Citv: WkST-TV, 
New Cattle; kRSD-TV. Kapid Cit\ : 
WBRL TV, Columbus. Ga.: k\LF- 
T\, Butte, and WSJ \- TV, Elkhart 
. . . H illie H onderfiil. produced bv 
Stan Freherg and Eddie Bracken, to 
WABC-TV. New York . . . WOK-TV 
purchased To films from Screen Gciib 
. . . I TC s Ding Dtftig School i> re- 
ported sold in 40 market*, including 
kTE\. Los \ngele< and WTAE. 



Pittsburgh . . . KETV. Omaha. has 
signed for 224 additional Warner 
Bros, feature film?. 

More sales: Trans-Lux TVV /V//.V 
the Cat to WOR-TV. Buffalo; WR0C- 
TV. Rochester. X. Y.. and WXEP-TV. 
Sera nt on ... \BC Films features to 
WBNS-TV, Columbus. ().: KM0X- 
TV. St. Louis; kHQA-TV. Quincy; 
kMBC-TV. kansas Cil> : WCAX-TV. 
Burlington : WALA-TV. Mobile: 
KVTV. San Jose; kFBC-TV. Chey- 
enne: KEY-T. Sanla Barbara, and 
WRGR-TV, Sebenectad) . . . U \A 
report* sale of Warner Brothers 
ami or United \rtists feature films 
WCTV. Tallahassee: kOSA-TV. Odes- 
sa; kTXD-TV. Wichita Falls: K1IQA- 
TV. Quince : ihe Oklahoma Tire & 
Supph Co.* of TuKa: WSJ-TV. Elk- 
harl: WTAR-TV. Norfolk: WO AY- 
TV. Oak Hill: WPTV. West Palm 
Beach: CkCk-TV. Regina: CKV-TV, 
Brandon : CJSS-TY. Cornw all ; 
CIICT-TV. Alberta: WT1C-TV, Hart* 
ford: WTRF-TV. Wheeling: WIICT, 
Hartford: WJBF-T\ , Augusta, and 
\Y\R1)-TV. Johnsloun . . . Also I "A A 
cartoon sales or renewals lo \\ IBW- 
TV. Topeka: kCEVTV. Temple; 
WREX-TV. Rockford: kCW-TV. 
Portland.: WSBT-TV. South Rend: 
k\ITV. Omaha, and WI1YN-TY. 
Springfield. 

Production : ITC* 130 half-hour 
Ding Dong School to be taped at 
kTL A. Los \ngeles . . . ABC Films" 
The Racer to star l)a\id Jans*en . . . 
Zi\ reports five series non before the 
cameras . . . Monarch Productions 
will film \eies in Fashion with Ver- 
onica Lake . . . \T\ now filming 
I low to Marry a Millionaire and 
Man W ithout a Con at 20th Century 
Fox and The Third Man at British 
Lion . . . Trans-Lux TV will handle 
Animal Parade . . . Bernard L. Schu- 
bert plans to ha\e 12 series plus two 
feature film package*- read\ b\ De- 
cember . . . Don Loper to design 
cocaines for Xi\ * Bat \l asterson . . . 
Jack Finke to write Alexander the 
Great for Bernard L. Schubert . . . 
Modern TV. a di \ ision of Modern 
Talking Picture Sen ice. has released 
a catalog of 220 film- free to t\ . 

Commercials: Cliff Robert* named 
designer and director for Robert 
Lawrence . . . MPO has added 
Thomas H. Wmislend as stall pro- 
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McLaughlin's Dollar 
Buys More on WKOW 



"Our radio >eheelule pro- 
moting \1AM)R HOI SF 
C( )FFEE w as gi\ en e\ en 
greater strength b> the ag- 
g revive meehandising sup- 
port provided by \\ k()\\ 
and WkOWV hard-hitting 
M e r e h a n d i s i n g 1 Hreetoi . 
Jim Miller. Personal calls 
(Hi grocers, w indou dis- 
play at )onr downtown 
studio, and merchandising 
lettei> to all retailers" helped 
our people sell In keeping 
them informed of the >ale- 
boost tli<*% recei\ ed from 
"\\ iscon>in"s most powerful 
radio station/ " 

Charltv Jallings 

Sales Representative 

M WOR HOI SE COFFEE 



" I hanks. MariK n Dull of 
Enrle Ludgin \ Co.. for the 
opj)oi tunit^ to demonstrate 
\\ kOW's 'abijit) to deliver 
more for the iiione\ in South- 
ern \\ ivcunsin.'- 

Beu lloxel 

Ceneial Manager 




\\ kOW 



TV-G 



RADIO- 10 KW-1070 



WKOW 

MADISON, WISCONSIN 







this is 



strengtl 



l 



THE TAFT STATIONS . . . have their 
greatest strength in listener and viewer 
confidence. It is this confidence in Taft 
Radio and Television Stations — and in 
Taft-advertised products by the con- 
sumer — that is resulting in an ever in- 
creasing volume of sales for advertisers 
using the facilities of The Taft Stations. 

If you are interested in having your 
advertising dollars earn more . . . now 
is the time to invest them in growing 
Taft Stations. 
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Sales Repro^entati vos: The Katz Agency, Inc., *Tlic Young Television Corp. i>j|e* Office: RaHio Cincinnai 
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UNIQUE 




FOR 

WEATHER 
REPORTING! 

Only Omaha Station with 
professional meteorologist 

WOW-TV 



Channel 

call 



6 



Omaha 

Blair-TV 



A MEREDITH STATION 



UNIQUE 




FOR 

FARM NEWS! 

The only station in this rich 
agricultural market with a 
complete farm department! 

WOW-TY 

Channel Omaha 

call Blair-TV 
A MEREDITH STATION 



dneer-direelor in 1 lull) w ood . . . 
Elliot-l T nger-Ellioi lias added a sec- 
ond Vmpex videotape unit . . . John 
Ox berry, president of Animation 
Equipment, reports grow ing mark el 
for I . S. equipment for animation 
abroad . . . Plandome Productions 
esli males 1 hat the list* of original 
nmsie has increased *>()' < over last 
\ ear in radio and t\ . 

Strictly personnel : W illiam Shel- 

ton named European sales director 
for \TA International . . . 1TC has 
appointed William Andrews north- 
east manager. William McGee 
^< *nl li \v<*.-t manager. Robert Hoflf- 
liian central manager and Thomas 
Gallagher to regional '-ales division 
from Detroit. 



NETWORKS 



NBC TV will present 230 hours 
of colorcasts in the fourth quar- 
ter of 1959 — a 30% /lain over 
the same period in 1958. 

The highlights for the upcoming 
color xear; 

• Major color programs ever; 
night of the week and color through- 
out the weekend, including two Satur- 
day morning children ? shows. 

• Three series of specials, sched- 
uled for Sunday. Tue?da\ and Fridax 
nights, mosl of which will he in color. 

• Increased color spoils coverage, 
including the World Series, major 
Howl game- and the l)a\is Cup ten- 
nis matches. 

• One full hour of color <'\ el \ 
weekday, in addition to the new half- 
hour chemistn course presented In 
Continental Classroom. 

Mutual, celebrating; the jiecond 
mi it i\ ersary of its ""Operation 
Nevsheiir" lor mat. now sched- 
ules 27 hours, 55 minutes of 
news programing weekly. 

\l US' fi ve-ininute new scasts a re 
aired on the hour and half-hour. 31 
each day and 2<» on Sunday. 

Fall business on Nltt! TV: Johnny 
Staccato, new half-hour mxsten- ad- 
\enture scries, in the Thursdays o:."U)- 
0 p.m. slot, for HriMol-\l\ers t ^ \K » 
and lv. .1. Hex nolds ( Kst\ I . . . The 
Deputy, starring llenrx Fonda in the 
Satunlaxs. *)-*):;)() p.m. slot, u ith 
Kellogg I Burnett ) in for alternate 
week.- . . . The Loretta Yonnti Shoie. 



UNIQUE 




FOR NEWS! 

First in ever y survey 
at ever y time of day! 

WOW-TV 

Channel gZ* Omaha 

call Blair-TV 
A MEREDITH STATION 



'Where Mid -America 



Lives and Buys 



NOW! AMERICAS 




METROPOLITAN 
MARKET 

COMBINED SPRINGFIELD — 
DECATUR — CHAMPAIGN — 
URBANA METRO-AREAS 
SERVED GRADE "A" TV 
ONLY BY WICS-WCHU 
NBC-TV 
AVAILABILITIES: YOUNG 
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Special notes: \ BC T\ will prertent 
12 Telephone Hour music colorcasts 
for Noll Telephone (A\ci ). Kle\en of 
the musical programs are set for alter- 
nate Fri<Ia\s. starting *J October, with 
the 12th tentali\el\ >ehe<liiled for 
Ka>ter Suu<la\ e\ening „ . „ liexall 
1 111*1)0) on MiC TV. Sunday. 16 
ViiiiiHt. 10-11 p.m. with The Ransom 
of AW Chief. 

New network radio business: The 
1). 1>. Le\vi> food conipam. for Sun- 
" da\ time on 3i» of Mutiuil s Pacific 
Di\i>ion radio stations for regional 
presentation of Dan Srnoot Reports. 

Kioto: To NBC> Matthew J. Culli- 
iiaii, an honorar\ Doctor of Laws 



degree 
Tampa. 



fro 



tin 



I niver>it\ of 



Personalities : Paul Mnguire to 

manage \he Philadelphia office of 
.NBC radio network sah^s . . . Vrtlmr 
Ilepner named coordinator, NBC 
.News Information Services . . . Sher- 
man llihlrelh appointed director. 



UNIQUE 




FOR 

MOVIES! 

Only Omaha station with 
sa many af the Hollywood 
giants .MGM, Columbia, 
20th Century-Fox, R-K-O! 

WOW-TV 

Channel Omaha 

call ^1 Blair-TV 
A MEREDITH STATION 



Station Terlmienl Facilities foi MH. 
o\s ncd stations. 



TV STATIONS 



I'ulse predict* a hi*: npMir^e in 
tv set pureha>e> for the Svw 
York .Metropolitan area. 

Of the 1,000 homes inter\ iew ed 
recenth, 15..V* arc intereMed in hu\ • 
in*; a >econd >ct. 

The New York picture for the -1.1.1 
million t\ hoine>: 20.9', r °f the tv 
sets-iii-nse were hou^ht in 1 9.> I 
or earlier; 23.9^ homes haw 
two sets and 1 .9 r r ha\o three or 
more. 

Tv set placement*, according to 
Pulse: 

1 ) Li\ in«i room 69.7' * of the sets 
2> Bedroom 10.9 
3 1 Den 

I I Kcerention room 1.3 
5 \ Dining room 2.0 
6 1 Kitchen 2.V> 
7 > T\ room 1 .2 

l\\ Portable .3 

Nineteen million, or uearh >e\eii 
out of 10 youngsters a**e four 
to IK vi<e\* t\ 7:30-8 pan. durinir 
the average evening. 

So reveals a forthcoming T\ B 
study culled l>y Niel>en and Pulse, to 
he released mid-jul\ . 

Other highlight? of the >tnd\ : 

• 12<°>.f> million people, four \eai? 
of age or older. view tv during the 
average da\ . 6 a.m.- 12 midnight. 

• Peak viewing orcurs <°>-t >:.><) p.m. 
when ncarh half 1 77. 1 million) of 
the people in the I .S. over four \ear> 
old are watching. 

TheyVe putting their advertisers 
in orbit : WKCA-TV. New ^ ork ha> 
a new plan for AAA spot luners. 

The "Horizontal Orbit" : rotates a 
client across the f> p.m. spot each 
night except Tlunsda\>. V full rota- 
tion lakes* >ix break*. 

The "Verticle Orbit": revolve* an 
advertiser through all V V V position* 
on Thursday {1:00 through 10:30 
p.m.. mo\ing a half-hour each week. 

This "Orbit Plan" will he complete- 
h in effect 1 Jul\ . 

Ideas at \\ ork : 

• More than 3.000 student- at the 
I uiversit\ of Washington turned out. 
hist week, to pa\ homage to Uuekle- 



UNIQUE 




FOR 

COMMUNITY 
SERVICE! 

Two-time Peabody 
Award winner! 

WOW-TY 

Channel 



6 



Omaha 

WLJi Blair-TV 
A MEREDITH STATION 



A SIGHT TO SEE! 




CHANNEL 6 



TELEVISION STATION 



BASIC NBC 

REPRESENTED NATIONALLY BY 

FORJOE & COMPANY 

New York - Chicago - Los Angetes - Altonlo 
Son Francisco - Philadelphia 
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bet'ry Hound, the cartoon character 
on KING-TV. Seattle, for Kellogg. 
How the idea for a 'MJuek Hound 
Da\" originated: research hv tl i <- 
station di*rlnM*d students were not 
onl\ watching the show, hut voting 
for him in student hod) elections. To 
date, .stations received 21,000 reqneMS 
for I luck Hound Fan Cluh cards. 

• KNTV. San Jo>e. Cal. recentl) 
held a father-daughter night on its 
Record Hop. Fift\ fathers showed up 
to rock-and-roll with their daughter*. 
Station plans a repeat this week —this 
time for mother and son. 

• \fter an eight week search. 
WTTA, Ft. Wavne. ha* selected the 
heft dancers in its "Cluh 21 Dance 
Contest." Hew the\ di<l it : from 
each of the eight weekly contest?, 
two couples were selected for the 
*cmi-fmal* In viewing audience's 
\ otes. Then four couples were selected 
h\ viewer.* for finals, with Nation 
judges picking the winners. Total 
votes rceehed: 0.750. 

Thisa *n* data: To celebrate Nation- 
al Transportation Week. \VA\ V TW 
Norfolk-Portsmouth ran its afternoon 
daily Digest 1 1\ e from the inside c» f a 
has . . . Lester Ran, sale? manager 
of KOLN-TY. Lincoln, elected presi- 
dent of the Lincoln \dvcrtishig 'Cluh 
. . . Jim Knight, of WTHF-TV. 
Wheeling, W. Va.. winner of the 
>LOO0 Colgate-Hates -Thin Man Pro- 
motion Contest." 

Kudos : The Arm\ *s "Outstanding 
Public* Service \wanl" to KOTV- 
Tulsa . . . \ \FlilL\rS -M.ee l)e For- 
est Ward*' to k\\T. Los \ngeles. 
general manager (Hark George- . . . 
I In* \merican Heritage Committee's 
Freedom Hook Ward to Norman 
Knight, president of the ^ ankee Net- 
work . . . Sigma Delta Chi journalism 
awards to \\ RRM-AM-TV. Chicago; 
Arthur Hull Hayes, for CBS public, 
service in radio and Clark Ceorge. of 
KWT, Los Angeles, for ]>ublie -er\ - 
ice in t\ journalism. 

IVrsoiinolities : \i, K. I larton- 
bower to v.ji. KCMO. Kansas Citv. 
Mo., division and Richard IL Ranis 
to wp. kIMIO. Phoenix, division of 
Meredith Kngincering Comjnmy . . . 
James MeMiirry to national sales 
manager. WSIX-TV. \a*h\ille . . . 
Jack Lynn to prog rum manager. 
\V\K\V-TV. .New York . . . Roger 
A I ieheln to local sales manager. 



\\ FKV. Ciecn Ba> . . . F. lien I level 
to operation? director. KTLL-TV. 
Tulsa . . . George Paiuental and 
Joe Miller to account executives at 
WOK-TV. New ^ ork . . . Roxanne 
Boone to promotion department 
WCCO-TY, Minneapolis and St. Paul 
. . . Eugene Wilkin, sales mgr., 
\\ PRO-TV. Providence, new presi- 
dent Pro\ idenee Ad Club . . . B. J. 
Palanza. to the sale* staff of WCSH- 
TV. Portland. .Me. . . . Austin Sell- 
noider, to news director. WFAA-TV, 
Dallas . . . Charles Olson, to pro- 
motion manager for WTTl-TV. Mil- 
waukee. 

Resignation t How ai d (). Peterson 
as general manager of KTV11. Hutch- 
inson-Wichita. Kansas. 



RADIO STATIONS 



iNiel?>eil*» Radio Index ?dlOncd 
that the set use went up 20°^ civer 
the previous week while Conelrad 
was on 1 7 April. 

In term? of sets the margin was 
3.500.000. 



The percentages of tune-in of the 
Conelrad stations before and after 
the\ took o\er I 11:30 to 12 noon i : 



TIME 


SLTS-IVUSE 


11:15 a.m. 


1 1.1 


1 1 :H0 a.m. 


18.9 


11 :15 a.m. 


10.0 


12:00 noon 


1 1.2 


12:15 p.m. 


12.6 


.Note: \11 ot 


her radio Motions and 



all t\ stations were oil the air during 
the alert. 

\ Hollywood premiere-type re- 
ception was gi\en by WXYZ. De- 
troit last w eek to all industry, 
government, agency. iu\\ ertising 
ami press people attending the 
dedication ceremonies fur the 
station's new Broadcast House. 

\mong the notables present: Leon- 
ard Coldcnson. president. AH- FT; 
James Riddel], v.p.. ARC Western l)i- 
\ ision ; G. Mennen \\ illiams. Gov- 
ernoi of Michigan; Louis Miriani, 
\la\or of Detroit and a host of local 
ad\ ertisei s and agcno\ people. 

An added touch to the ceremonies: 
Go\. William*- declared last week as 
WW A Week in Michigan. 

Ideas ;it v ork : 

• To promote safe drhing: 
W'AiMS. Wilmington. Del. is airing a 



( 
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campaign with 1 1 1 * * Del. Safct\ (lounril 
ami K>*o StiiiHhml Oil Co. Tin* pro- 
motion: Dri\<M> rcgi^t«M" at taso sta- 
tions for "Safe I)ri\«M^ humpor >trip>. 
Licnist* number* arc aired on W \MS- 
Ksm> iu'\\sca>ts, worth 10 gallons of 
<:as and an extra if the\ rail 

the station. The rnunlxT registered, 
to date: KUMK). 



u h I i 



^ervue commercial 



WJZ.M, Cknksvillc, Tenn. interrupts 
Mutual** Game of the Day onI\ with 
"go to ehnrcir* mes>a<:e.s. No other 
eouimereials are aired during the ball 
game. l*ro\ idiug the funds for the 
talent foes and broadcast right* i> 
a group of lo husinesMiien in the 
area. The recognition they receive: 
Their names an* listed in newspaper 

• Capital Airlines, to promote 
its "Kim I' light" campaign, has sched- 
uled a three-week spot promotion and 
contest \ in KYW, Cle\ eland. The 
contest: A write-in one for a two week 
trip to Miami or Jamaica. Station i> 
>endmg its "Hlfis the Imp" to distrib- 
ute eutr\ blanks at large gathering* 
I in the area. 

Station purchases : W1SK. Minne- 
apolis St. Paul, to the Crowell-Collicr 
Co. . . W SnC-AAI-ni- rV, Char- 
lotte. \. C, to Carolina Broadcasting 
Co. . . . K31YC Mar\*ville-Vuba 
Cit\. CaL to radio personalit) Jack 
Merling and coordinator of programs 
[for CHS o&o stations Carroll Hansen 
. . KALi:, Kichland. Wash., to 
arohl Deutseh. account executive at 
W INS. New York, ami L G. I)i\. gen- 
•ral manager of K \LK. for SloO.000. 

Tliisa 'n* data: Three winner* in 
'ampbcll Soup's "Ha\o \ou had \ our 
ouj) toda\ promotion contest: 
\VAVZ and WKIJ. Xew Haven, and 
, Cincinnati . . . Galen 
Drake, after an 11 \ear association 
Jwth CBS. joins WOK, Xew York 
his week with two daih Jo-minute 
trips . . . Radio set distribution of 
*> manufacturers in Southern Cali- 
ornia during April: 28.00.5 a 
2* ( increase o\er the same month 
»st year . . . K.MOX, St. Louis re- 
en ed a total of 527.673 postcard- 
uring it> Ma\ *TersonaIit\ Contest.** 

Lmlos; The Animal \gricnlture 
ward for Farm Directors, from the 
FMA to Harold Selimiiz. of 

.FFQ. St. Joseph. Mo The Krue- 

er Brewing Co.'s award to WSNJ. 



lit idgrtou, N. J. for it* Opetulion 
City With *ei ic* . . . Three (/old Frame 
Wards from the Ohio Uadio and T\ 
Council, to Kl'Vli, Omaha. 

Station staffers: Uol»ort Meskill. 
elmed president of WklD Broad- 
ca*ting Co.. I rbana. III. . . . Carson 
({(Millie, to general *ale* manager. 
\YJ\Y. Cleveland . . . Larry Becker- 
man, to the new h -created post of 
W ashington area new* editor. \\ TOP. 
Washington, D. (-.... John Ksau, 
to national sale* manager. Froirra- 
matic Broadcasting Service . . . John 
Wilson, to inanagei of Continental 
Broadea*ting * Chicago office . . . 
Hohert Whitney, to assistant gen- 
eral manager in charge of production 
at KHOX. Dallas . . . Joseph Lntzke 
and Hohert 3lr.\nliflV, to the sales 
stall at \Y\IU\ Chicago . . . Hubert 
Betts, to news director. KIOA. Do 
Moine*. 

A<M personnel move*: Bert West, 
to \ .]>. of Golden W est Broadcasters 
. . . James Whitaker, to national 
sales manager of \YCSC. Charleston. 
S. C. . . . Lloyd George, to sale* 
manager of KBON. Dallas . . . En- 
gene llogan. to sales manager of 
KLOK. San Jose. Cal. . . . Dcmiinn 
Jaeobsnn. to local sales manager. 
WWJ. Detroit . . . Jack Campbell, 
to *ale* manager of 1)L. Birming- 
ham . . . Julie .Martyn, to publicity 
director. WKRC Cincinnati. 



REPRESENTATIVES 



Uep appointments: k\L\. Lo- 
Angeles and WSFT. Glen* Fall-. New 
^ ork. to Donald Cooke, Ine, . . 
WDNB. Chattanooga, to ILK Hep* 
for national and ("lark Brown, for 
the Southeast . . . WDAS. Philadel- 
phia, to Bernard Howard X Co, 

Strictly personnel; Haymon Ham- 
ilton, new Detroit mgr. of T\AR . . . 
Calvin Copscv, to the Chicago of- 
fice and Hichanl .MeGcary. to the 
San Francisco office of NBC Spot 
>ales . . . Vlditions to the spot t\ 
promotion department of Fdw ard 
Petn & Co.: Jane Moore, to a**i*t- 
ant manager of research: Mj ra 
\\ heeler, to tlie program pre^cnta- 
lion division and Franci»sca Ui- 
bit*eh. to service research . . . Law* 
renee Wa^scrMeiii. to account exec- 
utive at Bernard Howard \ Co. ^ 




Y. M. C A. 
BASEBALL 

LIVE . . . 
From Channel Five 

EVERY SATURDAY 
9:45-11:30 A. M. 

RUN 

UP YOUR SALES! 

This Y. M, C A. program 
affects over 20,000 families 
in the Oklahoma City area alonel 

MINUTES NOW AVAILABLE 
$50.00 FLAT 

NO 
ERRORS 

if you take advantage of 
this opportunity 

CHANNEL 

61 

KOCO-TV 

OKLAHOMA CITY 

Charlie Keys, General Manager 
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RADIO RESEARCH 

i Cont'd from page 12 I 

I line s a great discrepancy . one 
media man said, between two rating 
mmvhcs and a third. He explain? it 
this wa\ : '"The third coinpan}. in my 
opinion, fall? short in major markets 
beeaiise it relies on audience recall. 
\\ ith radio programing so similar t<>- 
da\. \ ou can't tell me people remem- 
ber fmm dn\ to da\ what mu»ie, 
new - and weather they were listening 
to on what station ! 

\geney people consider ratings an 



indication of listening at most. \oi 
do they think radio rating* in. and of 
themselves, are accurate or definite 
indices. One lamented that out-of- 
honic tune-in. for example, is- merely 
added a> a percentage to the total 
listening figure and not analyzed In 
station <>r by program tvpe. 4 "\Ve 
think certain programs lend "them- 
selves to iii-car listening, but we have 
no figures which prove it."' 

The second biggest area of research 
omission lies in specific station cov- 
erage pattern?. One bu\ er lament* 



SELI 



. . the Beaumont-Port Arthur-Orange 
market is 90th in the 
Nation* . . . 5th in Texas* in 
automotive sales. And only 
KFDM-TV delivers this entire area 
of over 1 million prosperous 
Texans. For Auto Sales 
. . . Buy 
KFDM-TV 

*V. M. Survey of 
Buying Power, 1958 





BEAUMONT 
PORT ARTHUR 
ORANGE 



•■.»« FTTRS GRIFFIN - WOOD V/ A R D , INC. 



that e\en .Nielsen's NCS ~2 which 
give^ detailed station coverage "is 
three 1 \ears old and hasn't been up- 
dated." 

This situation plavs havoc with test 
marketing. particularly. although 
with buying generally. One buyer 
ask->: "How can Me go into an area 
which needs definite limits put on ad- 
vertising because of limited distribu- 
tion for the test product and reallv 
know what those limits are if we don't 
know what a station covers? That's 
win we resort more and more to print 
and t\ testing, because the circula- 
tion limits are easier to define/' 

Both buvers and sellers of radio 
seem to be trapped in a circle from 
which they are tnhig to escape. In 
essence, agencv people think this is 
what has to be done: 

* 4 lf radio people themselves clean 
up their basic research, invest ^ome 
inone\ and produce more studies, and 
if linn adopt a more professional 
view of the t\ pe of research we need, 
thev ll impress on agencies and clients 
even if buyers aren't -at this point — 
actively interested in radio, 

"But buyers will find this informa- 
tion provocative and. as agencv and 
client interest climbs back to where 
it was. there'll be a lot more money 
for radio. ^ 

TV TAPE 

{Cont'd from page 15 I 

Hollywood lias installed two tv tape 
recorders in conjunction with four 
film kinescope recorders, to rop\ tape 
on film or vice 1 versa. 

Tape and film continue to ha\e 
other important inter-relations for 
the moment. It's now standard prac- 
tice to circulate film kinescope copies 
of tape programs* or commercials to 
stations not equipped for tape opera- 
tion. Furthermore, film copies of 
tapes have proved convenient for 
audition and client checking purposes. 

The introduction of tape is having 
its effect on the director of those 
shows using it. Directors accustomed 
to film techniques ha\e had to re- 
vise their method of operations con- 
siderablv. eliminating the stop-and- 
go scheduling that characterizes film 
production, and adopting a point of 
view verv similar to live tv studio 
operations. .Mobile units have been 
used with good results a< tape studio* 
on wheels, while film-oriented direc- 
tors have had to overcome the habit 
of shooting in the manner of film lo- 
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cation work, willi M»j>;natc foi 
ouch >\u*[. Theso delii\.< r4*]M>rt**«ll\ 
hmo not Imvii adding to production 
<|iicilil\. ulrilc* on tlx; oilier hand, then 
have definite!) canroled some of 
tapi'V inherent economies. 

One j ear a*»o. t\ tape was the 
great unknown in broadcast adxeilis. 
hig. Tor some it was a supreme 
hope; for others, a new and frighten- 
ing enlit). Mau\ t\ companies have 
had to cope with either fresh oppor- 
tunities or incalculable disruption:- 

as a icsult of tape. While the fu- 
ture for tape in t\ still contains mane 
unpredictable elements, its fir>t year. 
the year of its novelt) and unfaniili- 
arit\, i^ now o\er. While certainl) 
not a panacea for all tv problems, 
tape did attain in its first \ear a 
definite and irre\oeahle place. Hn- 
untr and speculation, w Inch accoin- 
panietl the introduction (tf tape last 
\ear, are now le^s comnion than at 
first. Through fnnriliariu and dav- 
b\-<Ia\ use. laj>e has become one of a 
number of tools available to broad- 
casters and advertisers. I low ever, 
the applications {or tape in tv arc 
still onb parti) explored. The pros- 
pect of breakthroughs where bottle- 
necks still exist is a vista that con- 
tinues to excite and interest the 
broadcast advertising industry. ^ 

SPOT TV 

{Cont'd from page 33) 

late night hii)s up ()2 C t in gross time 
dollars and da) time spending up over 
17' <. Nighttime increased 19%' but 
in terms of actual dollar.*, the total 
for nighttime, normally bigger than 
the other two categories anywa). 
went up almoM a^ much as daytime. 

There appears little doubt that 
nighttime would have .showed a big- 
ger percentage jump if there w ere 
enough a\ ailabilitics. However, the 
hea\\ demand for nighttime adjacen- 
cies and the fact that there are rela- 
li\el\ few minute availabilities in 
prime time, resulted in some spill- 
o\er of adxerlising into other times 
of the da\ . 

Ibis U borne out to some extent 
b\ the t\ pe-oM>u\ breakdown. \n- 
nouncements (other than I.D.V) ac- 
counted for 70'? of spot tv buying 
during last year's first quarter. This 
>ear the share came to 77%. In 
term* of dollars the hike amounts to 
nearh 14' J. Significant!}, program 
huxing declined 7.5' J . This doesn't 



mean that ad\crlisei> didn't bu\ into 
program* (participation* are includ- 
ed in the announcement total I . It 
does mean there was a decline in ad- 
\eitiscr purchase of entire programs. 
There is apparenth a growing con- 
\ ict ion that there is more value m 
spreading announcements around 
than in cashing in on the merchandis- 
ing and promotion that goes along 
with "owning" a show. 

It should be emphasized that tin 
T\ 15 figures arc not actual dollar ex- 
penditures, hut billings calculated at 
the open or one-time fate. Thus, for 
a client bin iug a nnonnceuicnts or 
l.D.'s the dollar total I before dis- 
counts! is o\ created, while for pro- 



gram bu)ci*. the lack of piotMau 
cost frgnies mulci'Malc* the actu.il ex 
peuditnre. llowr\ci. I\It clucks or 
a confidential basis ha\e com im r< 
1 \ I) re^ca re he that comparison- 
Mich as between one cjnartei and an 
other, arc accurate enough lo U- n- 
lied upon. 

If the current -pol l\ spending r.it< 
continues, the medium will hit ^l>2' 
million in gro^s lime expend it in*** 
this \ear. This i- etjual to a 22' < 
jump o\cr ]U.">lk \nd it > win abuse 
tli«» increases shown for V)rt*\ I I V i ■ 
and l*>.">7 iWt \ o\er the prex ion* 
\ cars, according to Horabangb tig- 
nre>. lint, of course, the \ear i*n t 
over a el. ^ 



and 
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FOR BEST 
COVERAGE 
IN THE 

NATION'S 47th 
TV MARKET 



(Davenport, Iowa — Rock Island — Moline, Illinois) 

The Largest Market between Chicago and 
Omaha . . . Minneapolis and St. Louis . . . 
the 47th TV market in the nation. 




Population 
1958 1959 



Effective Buying Income* 
1958 1959 



1,599,500 ^ _ 




$2,668,806,000 ^- ~" 


1 ,632, 1 00 

Increase — 32,600 




^ ■ — " $2^379,387,000 

Increase - $210,551,000 


TV Homes 


Retail Sales* 


422,800 - — " 

^ — — " 438.480 




$1,918, 167,000 — ' — 

______ ■ — " $2,042,037,000 


Increase — 15,680 




Increase - $123,870,000 





r#J, B. J P»lme, 
front C \»r>j<n 

1 n C Etcluine Niftoflil 
RcptTKnuihn 


THE v l ' Ullh 

DAVENPORT , (0% ^ 
BFTTFNDORF ■ 

ROCK MVM . 
MOLlXf j HL 
EAST MOl.INF 1 


channel 



'Sales Management'* "Survey of Buying Power — 1959" 



VOC-TV is No. 1 in the 
nation's -Pth TV market — lead- 
ing in TV homes ( BK,4S0} ( 
monthly coverage and weekly 
circulation — day and nii;ht — 
as reported in the Nielsen 
Coverage Service No. 3, Spring. 
1958. Tor further facts and lat- 
est availabilities, call your PGW 
Colonel . . . NOW! 




m 



WOC-TV Dovenport, lowo is por( of Centro 
Broodcosf'mg Co., which oljo owns ond operates 
^HO-TV ond WHO Rodio, Des Moines, lowo 
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KOSI put the 
DARNDEST SOCK 
in Denver Radio 




In Denver the influence stotion is KOSI. 
Bccousc KOSI hos listener loyolty, the 
folks with money to spend respond to 
KOSI odvertisers — and buy! 

Contoct Petry obout 10% discount when 
buying KOSI ond KOBY Son Froncisco! 
For Greenville, Miss., it's WGVM. 



5000 Watts 
Denver is 

KOSI^land! 



Plan to stay at the Imperial Motel. 1728 Sherman, 
downtown, when in Denver after July. 

Mid -America Broadcasting Co. 




One hundred 
eleven* 
national 
and 

regional 
spot 

advertisers 
know 

Terre Haute 
is not covered 
effectively 
by outside 
TV 

Basis: J 958 



WTHI-TV— 10 



CBS 
ABC 



i v and radio 



K 



flAKERS 





TERRE HAUTE, INDIANA 

Represented Nationally bv Bollm*; Co., 
U- A Av't San I ranci-jco ■ Boston Nr« Yof* Cbrago- Dallas 



^^^^^ Raymond F. Henze, Jr. has been ap- 

# ! ^^^A pointed president of the reorganized John 

w 1 M Pearson rep firm. He joined the coin- 

pan} in 1951 as a sales exeentive. Prior lo 
thai, he was with Ra-Tel Heps in a sales 
capacity. Ilenze is a graduate of Ford ham 
College. Other re-align men Is at Pearson 
inelnde: Pearson becomes chairman of the 
hoard: James Bow den, appointed executive 
assistant responsible fur the Midwest area: Robert Baird. to head 
of Southern States and J oil n Palmer to .supervise West Coast area. 

Richard Shepard has been appointed gen- 
eral manager of \VH \M. Rochester. A 
\eteran of I I years experience in broad- 
easting. Shepard is current \\ director of 
radio and t\ for the Humrill Co.. in charge 
of broadcasting activities for the agene\ "s 
Buffalo. Rochester and 1*1 ira offices. Prior 
to joining Rumrill, he w as in the sales 
department of WI5EX, Buffalo. V gradu- 
ate of the I niver>it\ of Buffalo. Shepard i> now serving as radio 
t\ eliainnan for the Community Chest of Buffalo and Erie County. 

400* j± Carson Rennie has been named general 

m^^^^fk sale> manager of \VJ W. CIe\ eland. He 

I 9 f eomes to the Storer station from Philadel- 

phia, where he \va> executive program pro- 
ducer for the three Sun Hay Drug Co.- 
\\ illiam Penn Broadcasting Co. stations. 
Carson began his career in radio sales in 
195 1 at \\ \0\. Know ille. and joined 
\\ BBO. Vngnslii later that >ear. In 1955. 
be wa* an a.e. at St or// \\ 11 \. New Orleans, and was transferred to 
\\ \M. Miami where he \wb a.e. and *ale^ mgr. from 1956 to 1958. 



Russell Ziegler has been promoted to di- 
leelor of advertising and public relations 
for Chiett. Peahody ^ Co.. Inc. lie was 
pre\ion>h manager of ad\ertising. public 
relation* and market research. Ziegler 
joined CP in 1952. where he organized and 
de\ eloped the educational >er\ ires di\i>ion 
and college advertising di\i>ion. lie did 
the same for the public relation?* and mar- 
ket reseaieh di\isiou> in 19,*](>. In PMO. Zies 





lei wa> name< 



1 assist- 



ant ad\erlising manager. CP i^ now participating in Perry Mason. 
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Convention visitors see how WSB Radio 

serves growers who make 
Georgia leading broiler producer in U. S. 



Last year Georgia again led the nation in 
broiler production, sending 283,000,000 
birds to market. 

Pictured is the WSB Radio exhibit at 
the recent Southeastern Poultry & Egg 
Association convention in Atlanta. Grow- 
ers (and exhibitors — many of whom are 
WSB advertisers) showed great interest 
in the illuminated coverage map, and 
methods used by WSB Radio in provid- 
ing them with broiler market quotations. 
Two comprehensive reports are broadcast 
daily, the first at 11:35 a.m. This is the 
earliest quotation Georgia broiler growers 
can hear. Thev listen for it dailv. 



Broiler quotations are only one facet of 
WSB Radio's complete programming for 
Georgia agriculture. Over 300,000 farm 
families depend upon this station for 
information of vital concern to them. 

Af/Vintrrl tuth The Atlanta Journal and Con- 
stitution. XfiC affiliate licprcscntcd hy Petty 



WSB Radio 

The Voice of the South 
Atlanta 
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Peace, Progress, Quality Control 

"Network \-. Independent Radio" was" the controversial 
lille of tin 4 prop-am thai opened ill** Second Annual Disk 
Jockey Couveiilion conducted by the Storz stations in Miami 
Wench (See also Sponsor Hackslage. page 10) Joe Culligan. 
executive \ ice president of M>C Radio Network, and Cordon 
MoLendon. pi csidenl of the MeLendon stations, were ibe 
opponent. The anticipated fireworks never developed, al- 
though both speaker* lived up to advance 1 billings. Wo re- 
tilled their talk- "Peace— Ifs Wonderful." 

The T).J. Convention began witli an appeal for a united 
front. It closed with another birring seminar that expressed 
the same point in another way*. This one was labeled "The 
Pro* and Cons of Formula Radio/* Magnificently presented 
hy Rill Kaland. program manager of \\ cslinghouse. Harold 
krelstein. president of Plough stations, and Rob Purcelb 
president oi Crowell-Collier Broadcasting, it stressed the 
point that the delmle on "formula radio"" is based on a false 
foundation. Rob Purcell staled that all radio must be based 
on some kind of formula jiisi as all Iv or all newspapers. 
I list cad of "formula"* he calls il "contemporary radio." 
Rolli Purcell and rCrelslein pointed onl lhal lilt* element that 
-eparated good radio stations from bad was quality control. 
Rill Kaland expressed it this way: "1 lis formula for good 
radio, which consists basically of music, news and service, 
are the three "I\V" KnergV. Knlhusiasin. Kniaginalioii. 

Onl} a week earlier we had been prevent al the Detroit 
-howeasiiig ol \\ JIC* live talent. I he occasion was ihe inlro- 
duclion ol \\ J R a^ an independent slalion alter many years 1 
ol network alliliation. Any one present at lliis performance 1 
had a good glimpse ol what operators like Storz. \\ csting- 
honse iiml others ntean when lliej reler to "'quality control.** 

So radio today is learning that it doesn't pay to fighl their 
Inline awa} and thai "lorniula radio* really nutans "qnalit\ 
control" to a good operator. Thai s progress! 



THIS WE FIGHT FOR: Ve/r horizons for 
the radio and television industry recogni- 
tion that yesterday's methods and ideas are not 
good enough for tomorrow s expanding world. 



lO-SECOND SPOTS 

Family affair: Exchange of Jetlers 
between a San Francisco listener and 
radio station KTVC Oakland— 
_\lr. Leslie A. Nichols. News Director. 
Dear Mr. Nichols: 

My wife and I listen to your 10 
p.m. broadcast nightly, and enjoy 
\onr eahn presentation of the day's 
news. Last night . . . \ on reported the 
explosion in the home of a would-be 
suicide. George Pratt. Would } ou 
kindly let me know whether you re- 
ported the cause of the explosion was 
due* to the gas in the home being ig- 
nited by a pilot light, or by Mr. 
1* rat Is attempt to light a cigarette. 
This is to >ettle a difference of the 
causv a* reported by \ on ( between 
m\ wife and me \ . 

Truly. 

Clynn Pelrie. 

Dear Mr. IVtrie: 

Let me quote word-for-word from 
in\ script in connection with the news 
^tory you mention: "In Oakland a 
house was destroyed and more than 
a dozen others damaged today when 
a wonld-be suicide, seeking to end it 
all by asphyxiation, tried to light a 
cigarette in his gas-fdled home . . 
Sometime may be yon can tell m** who 
won the argument. 

Cordially yours. 
Leslie A. Nichols. 

Dear Mr. Vehols: 

Thank* for your answer to my re- 
ipiest concerning the explosion of the 
gas-filletl home of George Pratt. Your 
transcript confirmed nn version of 
the eanse of the ignition. You say: 
"Sometime mat he yon can lell me 
who won the argument you or \our 
wife." Sir, are von married? 

Cordialh. 

( »1\ nn Pelrie. 

Mad, Ave.: Sign in window of Ad 
Lib lestaurant at 17th and .Madison: 
COCK f ML 1101 R <) a.m. to 2 a.m. 

Guess: Cleveland stations K^t \Y. 
\\ UK. \\ DOK. WJW collaborated in 
-ending out a promotion on NUM. 
asked recipients to guess what MUM 
Mood for. suggest tlie>e answers 

'Siulist Hesoi'l Month 

\o Uestraint Mouth 

\ anght} Uomanee Month 

\cr\ oils Hash Mouth 

lustier: Xational Radio Month. 
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IDEO TAPE MADE ONLY BY 3M 




Rehearsal's over. The talent's ready. 

The one-minute commercial goes on tape. 
1 hen — in instants — the commercial's on the monitor, readv 
for approval. No time lost for processing. And no monev 
wasted on expensive editing. Should a re-take he needed, 
another taping's done in just one minute. 
Best of all, the taped commercial has "live** qualitv , . . you 
get a wider, truer contrast range and signal detail than has 
been possible by photographic recording , . , invoking 
tolerances of three ten-thousandths of an inch. 

\ mazing \ideo tape is made only b\ 3M , , , a product ot 
the 3M Research that pioneered magnetic tape. You can rcl\ 
on erasable, re-usable *Scotcii" brand Video Tape. 



M IHHES0TA ^£lNING AND ^/[anUFACTURING <OMPAHT l 
...WHERE RESEARCH 1 5 THE KEY TO TOMORROW v 




"SCOTCH' tV P"»"l r*« --n me Pe; ■Met-'* Tf.v**-vU • 3" Hi %' r ' v r < m. p- f * 
A.? V* Y; * C*na# t.c ' ' 




Horatio, the maestro of this one man nc 
not limited to one instrument, and WfA 
is not limited to one network . . . like * * 
the most of NBC - ABC ... to say tr W 
Now if we give'em show biz . . . and )* i 
us your biz . . . well make beautifuhl 
together. Our merchandising and promi* 
really in orbit. Need we say more? 



N v 



WRSA-TV 



Rcpr^scntcu nat.onally by 
PeKr , Griffin, Woodward, 'nc 



CHANNEL 12 



Jacksonville 1, 
Florida 



